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In this issue: 


Topic of the Month: New Outlets 
Sales Dropped 2.78% Last Year 
NARICM Extends Contest Deadline 
Equipment Situation Summa¥ized 





You know how women are . . . they | 
things bright, and gay, and clean . . . often kéep 
colors in mind in planning meals. That's why it is. 
0 important, in selling ice cream through display 
ts, to make the most of colorful packages. It re- 
ids them of delicious flavor and helps them quickly select 
\ ase they want. Sutherland multi-color printing facil- 
ities are unexcelled. Sutherland ice cream packages are 
- helping set new sales records all over the nation. 

‘ Pe Write for complete details. 


eo 


Alle os 


\ 


5 


>. 
¥ * 
-" Kates . . 
4 2 > 2%, . ee 


| — - . - : ; es, ees ~ ~~ ~ —_ as 
| RU on wl 
PAPER CO. U Ts - Se 


KALAMAZOO 
MICH. 





Compare! f 
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(CARLOAD F.0O.8. DETROIT) 


Brings You i his "($352 LESS THAN CARLOAD F.0.8, DETROIT) 


2 KELVE NATOR | 


Complete Ice Cream 
Merchandising Cabinet 


Soe Seave Yourseur Be rore with 


a icin Yn | —_—- eq? 
os 
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Ag a ; , | 5 : 
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Figure it! 
= ae 28” per cubic foot 


Compare it with the cost of 


your present equipment... with any 
equipment. Why Spend More— 


Get more—Get 44. luuseaatove 


BEST KNOWN NAME ON MODERN ICE CREAM CABINETS 


Model KM-12 
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SWIFT 
assure you | DEPENDABLE 
COMPLETE 


DRY ICK SERVICE 


Mathieson maintains ample Dry Ice stocks in your 
locality — to meet regular requirements — and to 

provide a reserve for extra demands. Each of our 17 
strategically located warehouses are adequately 

staffed and equipped to provide dependable service at 
all times. Technical assistance is available to aid 

in the solution of your Dry Ice problems. 


Contact the nearest Mathieson warehouse — see 
how a Mathieson contract assures you an ample 
supply of top-quality Dry Ice— backed by 
top-flight service. Mathieson Chemical Corporation, 
Mathieson Building, Baltimore 3, Maryland. 


SERVING INDUSTRY, AGRICULTURE AND PUBLIC HEALTH 
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What is more important to 

your ice cream sales and 

profits than to have the body 

and the flavor of your product 

kept always uniform, always 

just right? The splendid new 

Savage Ice Cream Cabinets 

do exactly that, under all con- 

ditions. For Savage cabinets 

are equipped with refriger- 

ated partitions between compartments. 

Your ice cream, in bulk or brick, is constantly 

maintained at uniform temperatures throughout the cab- 

inets! Combining this practical refrigerating efficiency with 
thrilling, streamlined beauty and amazingly increased capac- 
ity, Savage truly brings you the cabinets you want for greater 
gallonage. Write to us today ffor illustrated literature. 
Savage Arms Corporation, Refrigeration Division, Utica 1, New York. 


SJ Designed For You: 


e Greatly increased capacity: 10 to 30% ‘more ice cream in bulk 
containers. 


e Refrigerated partitions between compartments. Not necessary to 
buy additional accessories at added cost. 


@ Modernized exterior design; ends flush (no screws ) for easy in-line 
eT fed i lott lesb ojeMotsleM lel Bitie le tesleoltsB ie Meitilel Merle dil. Mell etsttetes 


e@ Glistening white lids of durable plastic — eye-catching, appetite- 
appealing, easy to wipe clean. 


e Extra-strong, all-steel cabinet construction for longer service life. 
__ No wood to warp or rot. Corners reinforced for added strength. 


@ Uniform temperatures throughout cabinet; maintains ice cream 
(bulk or brick ) at equal temperatures. 


e Hermetically sealed, pull-out compressor for economical mainte- 
nance. 


_@ Highly efficient insulation of genuine Fiberglas*. Hermetically 
_ + sealed construction to prevent infiltration of moisture. Each cabinet 
factory-tested under pressure to assure permanent air- and moisture- 


SKUAYH D 


ICE CREAM CABINETS 
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NO. 7 in a new, informative series: 


"Wet'vs.'dry ice cream 


The degree to which the ice cream is "wet" 
or *dry" is an indication of what its tex- 
ture will be after it has hardened. 

"Wet" ice cream has a moist, liquid appear- 
ance. It has a noticeable sheen and re- 
flects light well. 

"Dry" ice cream comes from the freezer 
looking relatively firm. It has very 
‘little sheen. The two types can be com- 
pared to wet and dry snow. 


A mix that comes from the freezer ina "wet" 
State may come out of the hardening room 
with a coarse, icy texture, whereas a mix 
that is "“dry" will have a noticeably 
smoother texture and will not seem as cold 
when eaten. Therefore, every attempt 
Should be made to see that the mix comes 
from the freezer in as "dry" a state as 
possible. 
Two of the factors that determine the wet- 
ness or dryness of the mix when it comes 
from the freezer: 

l. The temperature and method of handling 

in the freezer. 
2. The ingredients in the mix -=- espe- 
cially the stabilizer. 

The more moisture that can be frozen, the 
drier the ice cream will be. Therefore, 
the freezing temperature and draw-off tem- 
perature should be kept as low as possible. 
The use of a stabilizer like Swift's Gelox 
makes it possible to draw off the ice cream 
at 1° to 14° lower temperature. 


1. It binds up or takes out of circulation 

a certain amount of the water. This 
bound water does not contribute to 
wetness. 
The second and important action of the 
Stabilizer in contributing to “dry" 
ice cream is its effect on the number 
and size of air cells. 


The greater the number of aircellsinamix, 
the "drier" will be its appearance. To ex- 
plain that fact, let us assume 
that two similar ice creams 
have the same unfrozen water 
content as they are drawn from 
the freezer. Ice Cream #l con- 
tains a number of large air 
cells. Ice Cream #2 contains 


twice as many air cells, each 
one half as large as those in 
Ice Cream #l. Although both 
Y ice creams contain the same 
amount of air, that in Ice Cream 
#2 is more finely dispersed throughout 
the product. The larger number of smaller 
air cells in Ice Cream #2 present a much 
greater surface area than those in Ice Cream 
#1. The unfrozen water in Ice Cream #2 is 
Spread over a much greater surface area. 
As a result, Ice Cream #2 will appear much 
drier than Ice Cream #1, assuming that other 
conditions, such as ingredients, freezing 
time, freezing temperature, condition of 
equipment, and handling methods are equal. 
Furthermore, when the mixes go into the 
hardening room, Ice Cream #1, with its 
larger areas, will freeze into noticeably 
coarse ice crystals, while Ice Cream #2, 
with its relatively smaller areas, will 
freeze into smaller, more desirable ice 
crystals. 


Ice cream made with Gelox is characterized 
by a large number of air cells, giving it a 
fine cellular structure and helping to pro- 
duce “dryness." 

Gelox mixes may be drawn at lower tempera- 
tures, thereby contributing to 
"dryness. . ————_ 
The use of Gelox will contribute 

to a better finished product -- | 
ice cream with a smooth, creamy 
appearance after it is hardened 
and ready to serve. 








Order a trial shipment at the quantity price for a 
test in your own plant. If not satisfied, you say 
return the unused product for credit at our expense. 


Switt & Company 


Stabilizer Department 
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Makers of Gelox, Vestirine, and 
Vel-o-teen Ice Cream and Sherbet 
Stabilizers and Velvatex food gelatin 











| Short Courses 








SEPTEMBER 26 — University of 
Wisconsin, Madison, Wisconsin; Be- 


ginning of twelve-week course in 


Information annual Dairy Industry 


available from Professor H. C. Jack- 


son of the school’s Department of 


Dairy Manufac turing. 


Dairy Industry. 


ment of Dairying. 


Better Coloring 
with 


) BETTER 


Para 


TRADE MARE 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certitied Food Colors 


Ce7 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
how guarantee the production of top quality certified food colors. 


WRITE TODAY for new booklet 
giving information on Sterwin's 
complete line of Food Colors 


Stora 


SUBSIDIARY OF STERLING DRUG INC 


—_ BROADWAY, NEW YORK 18, N. ¥ 
5 Leake Shore Drive, Chteage | 11, 
FACTORY CINCINNATI, 
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Chicago, Deller, Kanve « hee Aagrive Minneapolis, Portland (Ore), S: Lewis 


WORLD'S LARGEST SUPPLIERS OF VANILLIN 


8 


OCTOBER 31-NOVEMBER 3— 
Oklahoma Agricultural and Mechan- 
ical College, Stillwater, Oklahoma; 

Conference. 

Information available from Professor 

H. C. Olson of the school’s Depart- 





NOVEMBER 6-7—University of L- 
linois, Champaign, Illinois; Depart- 
ment of Food Technology confer- 
ence on Soft Ice Cream and Ice 
Milk. Information available from 
R. K. Newton, Supervisor of Con- 
ferences at the school. 


NOVEMBER 13-15—University of 
Maryland, College Park, Maryland; 
7th annual Dairy Technology Con- 
ference. Information available from 
W. S. Arbuckle of the 

school’s Department of Dairy Hus- 


bandry. 


Professor 


NOVEMBER 26-28 — Montana 
State College, Bozeman, Montana; 
Dairy Industry Short 
Information available from 
Professor J. A. Nelson of the school’s 
Department of Dairy Industry. 


16th annual 
Course. 


NOVEMBER 


Texas; 


14-16 — Lubbock, 
3rd annual Dairy Manufac- 
tures Short Course at the Texas 


Technological College. 


DECEMBER 4-5—University of II- 

linois, Champaign, Illinois; Depart- 
ment of Food Technology confer- 
ence on Dairy Stores. Information 
available from R. K. Newton, Super- 
visor of Conferences at the school. 
Other sessions scheduled for 1952 
(March, April, May) on Starters 
and Fermented Milk Drinks, Plant 


Sanitation, and High-Temperature 
Short-Time Pasteurization. 


DECEMBER _ 10-15—Pennsylvania 
State College, State College, Penn- 
sylvania; Ice Cream Course for 

Dairy Equipment and Supply Men. 

Information available from A. Le- 


land Short 


Courses at the school. 


Beam, Director of 


JANUARY 7-12 — Pennsylvania 
State College, State College, Penn- 
sylvania; Short Course in Testing 
Milk, Cream and Dairy Products. 


JANUARY 7 -FEBRUARY 29— 
Michigan Strate College, East Lan- 
sing, Michigan; Dairy Manufactur- 
ing Course. Information available 
from Ralph W. Tenny, Director of 
Short Courses, at the school. 
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PACK IT IN 
PURITANS 


Rate \ : \ 
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Ip How To Wake a 
DP ONT wile & Miss 


You know women. Miss or Mrs., show them 
something that LOOKS good and you're 
well on the way to making a customer. Pro- 
ducing a container that has the stamp of 
quality in its design is only one phase of our 
Puritan Service. One of our representatives 
can show you how smoothly Puritans will run 
through your own production line to cut 
costs and save time. Delivery schedules can 
be worked out to maintain your inventory 
the way you want it. And the free Puritan 
Advisory Service is always ready to give 
you a hand on any of your problems. 


SEE FOR YOURSELF. Write today for free samples and prices. 
Address: Kensington, Conn. or 4711 Foster Ave., Chicago, 30, Ill. 


THE AMERICAN PAPER GOODS CO. 


KENSINGTON, CONNECTICUT ° CHICAGO ILLINOIS 
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a million gallons aday... 


over 400 of 
the Nation’s finest 
ice cream plants 
have the capacity 
to harden over a 
million gallons of 
ice cream a day 
with... 
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Marigold Dairies, Rochester, Minnesota 


KING SHARP FREEZE SYSTEMS 


King Systems give you: 


@ FREEZER QUALITY RETENTION @ SIMPLIFIED AND LOW COST 


HANDLING IN HARDENING ROOM 
@ INCREASED HARDENING ROOM 
CAPACITY @ FROST FREE ROOMS WITH 


@ QUICKER HARDENING CLEAN MERCHANDISE 


@ ENGINEERED DISTRIBUTION OF 
@ ALLOWS RAPID TURNOVER COLD AIR 


OF INVENTORY 
@ UNIFORM TEMPERATURE AND 
@ NO DEFROSTING SHUT-DOWNS AIR MOVEMENT 


No rebuilding to install a King System in your plant: 
each installation individually designed and engineered 
to meet your specific requirements. 


poco scs toss rrr sss WRITE TODAY 


i 46 Years of ‘Better Customer Service’ and { for further information— 


i Progressive Engineering, your Guarantee of | our engineering staff is 
[ Manufacture and Quality of Product. : aft your service 


Lea www mamoaaaoanmadé 


Engineers and Manufacturers of 
SHARP FREEZE, 
COOLING, VENTILATING 
HEATING AND DRYING 
SYSTEMS 


902 NO. CEDAR STREET - OWATONNA, MINNESOTA 
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ICE CREAM MAKER 











SALESMAN 


=, COPENA Secccar 


The catty Stabilizer-Emulsifier for 
Ruatity \ce Cream and Low Fat Mixes 


BEST for the Mix Maker 


COPENA handles easily under any and all kinds of formulas, 
ingredients and plant conditions. COPENA makes it easier to get 
a mix off the cooler at the proper temperature. COPENA is 

not affected by acids, salts and other normal variable 
constituents in ice cream mix. 
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BEST for the Ice Cream Maker 


COPENA is dependable. Mix stabilized with COPENA can be frozen 
off the cooler with perfect results. Whipping qualities are vastly 
improved. COPENA is ideal for both high and low fat mixes. 


BEST for the Purchasing Agent 


Every pound of COPENA is uniform. It is scientifically blended and 
controlled by actua/ laboratory procedure. It is economical— 

not only in terms of quantity used per finished gallon—but based on 
the quality of the ice cream produced and the final value received. 


BEST for the Sales Department 


COPENA provides a better and completely uniform finished 
product. It protects the creamy body and smooth texture of your 
ice cream even after heat shock. You, your dealers and your dealer’s 
customers will like your ice cream made with COPENA better. 


2656 W. CULLERTON ST. ~ 


You Will Make a Better Product When You Use a Alatcounal Stabilizer or Emulsifier 
Ice Cream Fietp, September 1951 11 





Comi 
oming 


SEPTEMBER—One-year course 
in dairy manufacturing and mar- 
keting at Cornell University be- 
gins this month. Enrollment is 
limited. Contact Professor Leigh 
H. Harden, Roberts Hall, Ithaca, 
New York. He is in charge of 
admissions for the school’s Col- 
lege of Agriculture. 


SEPTEMBER 11-13 — Hotel 
Fort Des Moines, Des Moines, 
Iowa; 1951 conventions of the 

Association of Ice Cream Manu- 


facturers of Iowa and the Iowa 


Milk Dealers Association. 


SEPTEMBER 17-20 — White- 
face Inn, Whiteface, New York; 
44th annual convention of the 
Association of Ice Cream Manu- 
facturers of New York State. 


GY 
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LIMPERT BROTHERS, INC., Vineland, N. J. 
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SEPTEMBER 19-21—Scr. Paul, 


Minnesota; Fourth annual Dairy 
Products Institute, University of 
Minnesota. 


SEPTEMBER 26-29 — Hotel 


Colorado, Glenwood Springs, 
Colorado; 1951 meeting of the 
International Association of 


Milk and Food Sanitarians. 


OCTOBER 17-18—Burlington, 


on 
ee 
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30th annual confer- 
ence for Vermont dairy plant 
operators and milk distributors 
at the University of Vermont. 


Vermont: 


OCTOBER 22-24—Hotel Book- 


Cadillac, Detroit, Michigan; 47th 
annual convention of the Inter- 
national Association of Ice 
Cream Manufacturers. 


ACT NOW for a highly 


6 


... colorful, 
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Limpert’s famous Quality Superb fruits give 


attractive fruit flavor 
at remarkably low cost 


OCTOBER 23-26—Hotel Strar- 
ler, Detroit, Michigan; annual 
convention of the Milk Industry 
Foundation. 


OCTOBER 30-NOVEMBER 
1 — Hotel Netherlands - Plaza, 
Cincinnati, Ohio; Annual con- 
vention of National Association 
of Retail Ice Cream Manufac- 
turers. 


NOVEMBER 13-14 — Hotel 
Ambassador, Milwaukee, Wis- 
consin; annual convention of the 
Wisconsin Association of Retail 
Ice Cream Manufacturers. 


DECEMBER 10-12 — Hotel 
Morrison, Chicago; annual con- 
vention of the Illinois Dairy 
Products Association. 


JANUARY 21-22—Hotel Roa- 
noke, Roanoke, Virginia; annual 
convention of the Virginia Dairy 
Products Association. 


profitable Holiday Promotion 
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HOLIDAY PUDDING ICE CREAM a delicious, 


come-again appeal. Write or wire today for sample 
¥ jar--also for samples of advertising materials 


~ 


supplied FREE with every order. 


MP Bes 


Quality Superb Fruits, Flavors and Extracts for the Ice Cream Industry 


LIMPERT'S 


Splaror Spoat 


FOR 
NOVEMBER 


TUTTI-FRUITI 
RUM RAISIN 


NEW YORK SALES OFFICE 
te 33 WEST 42nd STREET 


¥ 
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smoother, finer-tasting Ice Cream... 
‘ ith Ice cream manufacturers have found 

ia p WI that PURITOSE corn syrup produces 


superior results of highest quality. 
P y a 3 CERELOSE has also won great usage 
T & in the making of ices and sherbets, as 

well as ice cream. 


Make a finer product... win con- 
sumer preference for your brand. 


Full technical service, no obligation 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N.Y. 


Globe, Cerelose and Puritose are registered trade-marks of 
Corn Products Refining Company, 
New York, N.Y. 


PURITOSE 


BRAND 


CORN SYRUP 


CERELOSE 


BRAND 


dextrose 
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‘ 
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: GLOBE 
Dp RA Cold Water CORN SYRUP 
de \\ em) a : | 
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an open invitation fo the ice cream industry 


Suggestions 
anted 


For many years, Lily* and the ice cream industry have worked together to sell 

more ice cream. Much has been accomplished, but much more 

remains to be done. On these pages is a review of Lily's cooperative and exclusive efforts, 
with an earnest invitation to the industry: How can Lily help you in other ways? 


We urge you to take advantage of the help Lily offers you now, and assure 


ice cream men everywhere that suggestions for further sales promotion 
of America’s favorite dessert will be given every possible consideration. 























SALES MEETINGS — Since January, Lily has held 
“How to Sell More Bulk” meetings with the sales- 
men and dealers of 244 ice cream manufacturers. 
The meetings have produced a great deal of in- 
terest — and excellent results — judging from the 
many fine letters and comments we've had from 
participating ice cream companies. 


FOUNTAIN CONTESTS — Lily-sponsored contests 
to select America’s best fountaineer have been 
so successful they've become annual events. 
This kind of showmanship appeals to all ages, and 
ingrains the ice cream habit in the community. 


PRODUCT DEVELOPMENT — Lily has made tre- 
mendous strides in upgrading the appearance 
and efficiency of paper fountain service. The 
modern, decorative, highly functional Mixrite 
service of today is a far cry from the plain cups 
and black plastic holders of a few years back. 
Equipment improvement has kept pace, too, with 
such major developments as the Magic-Grip 
holder and the Telescoping Dispenser. 



































PREFERENCE TESTS — Does the public orefer 
glass or paper service at the soda fountain? ice 
cream men wanted to know. Fact Finders Associ- 
ates made a nationwide survey to find the answer 
— an overwhelming “YES” for paper service 
(details sent on request). Similar surveys will be 
made at regulai intervals. 


LILY AT THE SHOWS — Lily demonstrates to and 
educates buyers. This year, actual fountains were 
set up at the paper and restaurant shows to 
create dramatic interest in ice cream. Special 
sundaes were demonstrated, and the ice Cream 
Centennial was publicized. Three girl fountaineers 
were in constant attendance, serving thousands 
of those who attended. 


POINT OF SALE MATERIAL — Eye appeal plays a 
big part in persuading people to buy ice cream. 
Lily offers retailers a wide assortment of colorful 
posters, menus and clip-ons featuring sodas 
and sundaes. 


LILY WOULD LIKE TO DO EVEN MORE —Lily’s compre- 
hensive ice cream promotion package is a living, working 
plan. Suggestions for improving its effectiveness are 
welcome. Won't you write us your ideas today, on how we 
can help you? 


ICE CREAM PUBLICITY —Lily places ice cream 
publicity wherever possible in newspapers, maga- 
zines, and on radio and television, to serve as a 
constant reminder of its goodness. 


LILY-TULIP CUP CORPORATION 
122 East 42nd Street, New York 17, N. Y. 


Chicago * Kansas City + Los Angeles 
San Francisco * Seattle * Toronto, Canada 


*T.M. Reg. U.S. Pat. Off. 
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IN ‘HONS OF ICE CREAM STABILIZED 


@ Top Preference throughout the industry for 

Dariloid and Dricoid is a direct result of their proved 
advantages...the assurance they give of consumer-pleasing 
NATURAL BODY. 


PROVED ADVANTAGES 


That’s why Dariloid and Dricoid continue to lead 
all others in gallons of ice cream stabilized... why more 
and more ice cream manufacturers are making 
Dariloid and Dricoid their No. 1 choice among stabilizers 
and stabilizer-emulsifiers. 


eee Natural Body 

eee Uniform Viscosity of Mix 
¢eeNo masking of flavor 
¢*eHigh resistance to heat shock 
eee Ciean, attractive meltdown 


*°e¢No protein de-stabilization with resultant 
wheying off 
¢ «Sustained smooth texture 


DARILOID". .. DARILOID XL... DRICOID™. . . DRICOID Xl 


Stabilizers and stabilizer-emulsifiers to meet all plant requirements 


DARILOID 
PROOUCT 


3 


20 N. Wacker Drive 31 Nassau Street 530 West Sixth Street 
Chicago 6 New York 5 Los Angeles 14 
Cable Address Kelcoalgin— New York 


eee Flexibility and wide range of stabilization 





HERE'S WHAT HAGAN SAYS ABOUT LIQUID SUGAR 


WITH flo-gweek ... service AND QUALITY 


GO HAND-IN-HAND 


If you're looking for a quality product, backed FLO-SWEET =SERVICE because 
by an unswerving policy of top-notch service, 7 Refined Syrups and Sugars is the biggest 


then Flo-Sweet" is the liquid sugar for you! producer of liquid sugar in the country. 


Remember, your business depends on the 2. Manufactures in the East, but maintains 
quality of your product and the service you storage facilities near its customers ... 

give. Flo-Sweet backs you up with both quality 
and service plus expert technical aid to help cars, and tank-ships in liquid sugar 


Has the greatest fleet of tank-trucks, tank- 
» service... 


you apply it profitably. 


Why not investigate Flo-Sweet today? “ Provides emergency delivery service . . . 


Fio- 


and keeps production flexible enough to 
meet your most unusual requirements. 


eget 


ret <7 


PIONEERS IN EE : WNGS, SANITATION AND SERVICE 
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‘o Boundaries 


HE moral of this story, and even of this issue of 
Ice Cream Fievp, is: “You never can tell where 
ice cream will be sold next!” 

This theme has teen developed in reports from field 
correspondents throughout the country. Soda foun- 
tains and ice cream cabinets have found their way into 
undreamed of locations. 


Take the Paladium Ballroom in Warwick, Rhode 


For Ice Cream 


Island. This dancing center, located in popular Rocky 
Point Park, opened last year. Installed in the ballroom 
proper is a forty-five-foot soda fountain, which is open 
for business three nights each week for three hours 
(8:30 to 11:30 P.M.) and on one night (Saturday) 
for four hours (8:30 P.M. to 12:30 A.M.). 


Only ice cream and soda are sold at this refreshment 
bar, situated in New England’s largest ballroom. On 
an average night, twenty gallons of ice cream as well as 
100 gallons of soda will be dispensed. The owner, 
Frank DiMaio, is said to be exceedingly pleased with 
the fountain operation. Turnover, incidentally, is fast 
because there are no stools and all refreshments are 
consumed standing (see photo at top of this page). 


Another “new outlet” that has burgeoned into a 
primary ice cream center is the motion picture threatre. 
Cabinet installations in movie houses are fairly com- 
mon these days, but soda fountains also are being in- 
troduced in increasing numbers. 


Redwood Theatres, Inc., a chain with headquarters 
in San Francisco, has operated refreshment stands in 
the lobbies of its theatres for some time. Last year, 
however, the firm became interested in expanding its 


(Continued on page 58) 





RACE TRACE soda fountain installation, as seen at the Garden 
State Race Track, Camden, New Jersey, is pictured here. 
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they must be good numbers... 
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so many use them! 


























There MusT be a reason when so many ice cream 
manufacturers turn to H. Kohnstamm’s pure vanillas. 


K1483 PURE VANILLA EXTRACT (concentrated) 
32 ozs. Beans to Finished Gallon. 50% Bourbon, 50% Mexican. 


K1162 PURE BOURBON VANILLA EXTRACT 
26 ozs. Beans to Finished Gallon. 


Our exclusive process of extraction gives a more 
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: 


concentrated pure vanilla flavor. The extra strength results 
in a lower cost per mix. We want you to prove it to yourself. 
Try it in your plant at our expense. Send in the \62 


coupon today and be convinced. Paes) 
Send the coupon to the branch nearest you: 


VANILLA DIVISION 
H. KOHNSTAMM AND CO. INC. DEPT. F3 
Send us test quantities of 


ONE HUNDREDTH ANNIVERSARY [} K1483 PURE VANILLA EXTRACT (CONCENTRATED). 32 
ozs. beans, 50% Bourbon, 50% Mexican. Use 14 


FIRST PRODUCERS OF CERTIFIED COLORS to 2 ozs. to 5 gallon mix. 
[} K1162 PURE BOURBON VANILLA EXTRACT. 25 ozs. 


ECOHRIGTZ4AR4 R44 FCO. .Ersc. beans. Prime Bourbon Beans, Two-Fold. Use 2 ozs, 
to 5 gallon mix. 
VANILLA DIVISION 


89 PARK PLACE, NEW YORK 7 + 11-13 E. ILLINOIS ST., CHICAGO 11 
4735 DISTRICT BLVD., LOS ANGELES 11 COMPANY 


ATLANTA «+ BALTIMORE + BOSTON + CINCINNATI + CLEVELAND + DALLAS + DETROIT ADORESS 
HOUSTON + INDIANAPOLIS +» KANSAS CITY, MO. + MINNEAPOLIS + NEW ORLEANS 
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PROMINENT LOCATIONS accorded ice 
cream display cabinets in Whelan Drug 
Stores have been found to exert a favor- 
able effect on sales. The Schaefer 
cabinets illustrated at the left have been 
placed near the store entrance and in 
close proximity to tobacco counter and 
magazine rack. Below is pictured a 
Deauville Ice Cream advertising truck 
parked in front of a Whelan store in 
Fresh Meadows, Long Island, New York. 


Uruggists Can Make bood Wealers 


HERE is nothing wrong with the drug store as 

an outlet that cannot be cured with quality ice 

cream, supported by sound merchandising and 
proper equipment. That’s the experience of the Whelan 
drug Stores, owned by the United Cigar-Whelan 
Stores Corporation. 

Recognizing that complacency and inertia have held 
back most druggists, the Whelan chain in the metro- 
politan New York area has placed in operation an 
effective merchandising program. First of all, the co- 
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operation of a quality ice cream manufacturer was en- 
listed. Whitelawn Dairies of Brooklyn, New York, 
manufacturers of Deauville and Mayfair Ice Creams 
was ready to provide the drug chain with a high far, 
richly flavored line of bulk and packaged goods. More 
important, perhaps, was the fact that the ice cream 
manufacturer was in position to recommend the tools 
and ideas that would stimulate sales. 

Whelan discovered that modernizing the appear- 

(Continued on page 60) 
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Easy to Please! 

Everyone’s happy when you sell 
your ice cream in “‘Individual’’ 
serving-size cartons. They make it 


Cd so easy to keep everyone’s favorite 
flavor of ice cream on hand! Without 


wasting ice cream, or refrigerator or freezer space, 
‘‘Individuals’”’ make it possible for al/ of a dealer’s 
customers to buy, store and serve ice cream often. An 
assortment ofa family’s favorite flavors fits in an ice cubetray 
... letting the family enjoy ice cream as an everyday food! 


(...in an ice cube tray ! 


Easy to Serve! 

No more spooning or slicing! Just a 
quick pull on the flap opens the 
“Individual” carton for serving 
directly onto plate. Homemakers 
will like buying your ice cream in this 
convenient new package. . . even 
children can serve themselves from this carton! 

Package part of your ice cream output in promotable 
‘Individuals’, and sell to the new group of customers 
created by this easy-to-store, easy-to-serve linerless carton! 


QS] 


~'» Offers accurate cost control, quick service, and uniform servings to commercial establishments and 


‘ institutions. It's the newes?, most promotable, most profitable idea in ice cream packaging! 


Protective Fuckeging MARATHON 
FOR AMERICA’S a FOODS 


ate » Available in 3.2, 3.5, 4, 5 and 6 oz. sizes. For further information, see your Marathon 
. representative or write Marathon Corporation, Menasha, Wisconsin. 
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Automatic 


HAT the automatic vender did ten years ago 
Wi... candy, gum and soft drinks, it now is doing 

for ice cream. Onto the highways, into the 
by-ways and to the out-of-the-way spots, automatic 
venders make it possible to sell ice cream as readily 
as it now sells over the counter in drug stores, lunch 
rooms and confectioneries. 

Ice cream machines go anywhere, town and country, 
office and factory, theatre and amusement park. There’s 
no stopping where the automatic vender can go; the 
only requisites are an electrical outlet and people pass- 
ing by. People exposed to ice cream buy ice cream, 
wherever they are. 


A New Medium 


Sale of prepackaged ice cream products through 
machines is new. There are big sales ahead for the in- 
dustry. A new distribution medium has been found. 

Keynote to the sales potential tor prepackaged ice 
cream products already can be seen in the industrial 
plant outlet. Already, into hundreds of factories of 


every kind and description in the country, coin venders 
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Vending machines 
have become the ice 
cream industry’s ‘“‘si- 
lent salesmen.”’ Like 
their human counter- 
parts, they'll go any- 
where to sell their 
product, but one of 
their favorite ‘‘custom- 
ers”’ is the industrial 


factory. 





Uutlets 


have gone to work selling ice cream bars to workers. 
There are textile mills in the East; paper mills in the 
West; cotton mills in the south. Whatever the mill, 
the universal appeal of ice cream to the worker is the 
same. If ice cream is for sale, he will buy it. 


The Number One Location 


The industrial plant is the number one location for 
the ice cream machine; so say hundreds of manufac- 
turers and dealers queried recently. There is no other 
place, with the possible exception of the military camp, 
where people want ice cream as much and as often as 
on the job in the factory. 


Available ice cream helps answer the problem to 
in-plant feeding, so important in many of the larger 
plants producing U. S. Government defense items. 
The coin machine eliminates the time and expense of 
an attendant. Only a few minutes a day are required 
to keep frozen ice cream bars on hand, ready for con- 
sumption at any hour. A coin machine makes the 
sale and collects the dime. 
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A single design with color variation for flavor 
identification — makes a complete carton family. 


CARTON DESIGNS OCCA 
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No matter how good your product may be, it’s your 
package that attracts women in self-servixe stores. 
And that’s where your volume business is found today. 
Do women reach for your ice cream carton on sight? 


Let us show you how efficiently modern design can 

add sales power to your ice cream package line—your 
linerless cartons, fill-freeze pails, counter-fill and 
carry-out pails, and the bulk units for home storage. 


YOU GET THESE STRONG SELLING AIDS 
WITH CONCORA LINERLESS CARTONS 


Exclusive use of new, tested stock carton designs. 

Special designs created for you by skilled designers. 

Color control and fine printing—brilliant and precise. 
Vellumite carton stock—handsome, tough, moisture-resistant. 
The handy, easy-to-open Nu-Mode front seal. 

Faster, easier packing—by hand or machine. 

Approved by manufacturers of automatic packing equipment. 
Delivery from strategically located points. 


CONTAINER 
CORPORATION 
OF AMERICA 


Chicago, Illinois, and 23 other cities 
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“Polar Floats’ Swell Sales Tide 


“new outlet” the way ice cream is merchandised 
throughout the Liggett Drug Company chain. 
Typical is the promotion which the firm sponsored 
in the New York City area last month in cooperation 
with the Canada Dry Company. During the week 
beginning August 8 and ending August 14, eighteen 
Liggett stores offered a fountain specialty called the 
“Polar Float” for nineteen cents each. Soda dispensers 


/ | \HE drug store is entitled to classification as a 


prepared the concoction by placing two scoops of va- 
nilla ice cream into a glass and adding ginger ale. The 
balance of the split-size bottle (seven ounces) was 
placed alongside the customer, much in the same man- 
ner a malted milk shaker is served. 

A total of 14,659 “Polar Floats” were sold in one 
week. In this period, for each $100 worth of fountain 
sales, there was sold an average of 47.6°. of these 
special preparations. More than 365 gallons of va- 
nilla ice cream were consumed in the eighteen stores. 

Advertising of this special offer was confined es- 
sentially to point-of-sale posters and store dominations. 
But, to publicize the ginger ale-ice cream combination, 
one of the drug concern’s largest stores assigned a pro- 
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tessional model to distribute free samples of the soft 
drink. (See photo at the top of this page.) Sales in 
this store justified the “extra effort.” 

To ensure enthusiastic cooperation on the part of 
soda clerks, prizes were made available to the six foun- 
tain clerks who sold the greatest number of “Polar 
Floats” per $100 sales. Awards also went to the three 
soda managers whose stores achieved superior unit 
sales per $100 fountain volume. The winning clerk, 
John Gounardis by name, sold 317 of these items in 
one week. The Liggett store at 42nd Street and Lex- 
ington Avenue sold a high of 86.6 units per $100 
of fountain volume, and its manager, Otto Eckerlein, 
thereby won first prize. 

Canada Dry Company donated the prizes, which 
ranged from silverware and luggage to furniture and 
personal apparel. Employees were given attractive 
booklets illustrating the prizes and lists showing the 
“point value” of each prize. (The winning store man- 
agers each earned 20,000 points and the soda dis- 
pensers, 10,000 points each.) An Ohio mail order 
house, after providing Canada Dry with the booklets, 
handled the distribution of prizes. 
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flush-filled 


wins premium 
customers 





Flush-fill Lily’s* new pint-size containers 

— right up to the brim! Then, quick as a flash, 

snap the cover on! Do it all automatically with 

standard filling equipment — and with special capping 
attachment designed by Lily engineers. These new 

method cups mean quicker, easier sales . . . customers 

go for that extra measure look. Many leading firms 

are already pushing the premium type ice-creams with these 
extra-ordinary sales builders. Our production of 


DB ———_—_— 6 containers is in full swing to keep step with the demand. 
—_) oa ~~, re = 


Would you like samples to see for yourself why this Lily 
pint container might mean a premium package 

for your brand? Write today. 

See us at Dairy and Ice Cream Meeting, 

Fort Shelby Hotel, Detroit, Oct. 22-26. 


LILY-TULIP CUP CORPORATION 
122 East 42nd St., New York 17, N. Y. 
Chicago * Kansas City * Los Angeles * 
San Francisco * Seattle * Toronto, Canada 


*T. M. Reg. U.S. Pat. Off. 
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t ELSON does it again! Here is 
ice cream merchandising equip- 


ads 


a nn neracinacememontined 


ment that convincingly demon- 
strates why NELSON has been the 
industry leader for 53 years—equip- 
ment that can prove unmatched 
value any way you measure it! 


ne 


Nesons for 1951 give you more 
usable space without an increase 
in floor area—engineering im- 
provements that assure better 
performance than ever before — 
greater storage compartment flexi- 
bility for more efficient handling 
and service — exclusive construc- 
tion features that promise safer 
product protection and longer 
service — outstanding beauty that 
appeals to the eye as well as the 
purse, that keeps on selling year 
after year. 


NELSONS continue to be “Built Up 
To A Standard, Not Down To A 
Price.” Compare them! 








Prompt Shipment From Nelson Warehouses: Chicago - Pittsburgh - Reading, Pa. - Dallas - Houston - Highpoint, N.C. - Washington, D. C. 
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BY J. JACK ERNST 


Pennco, Inc. 
Philadelphia, Pennsylvania 


S your company having decreases in bulk ice cream 

sales? What are you doing about it? We have 

some suggestions to make. They are not highly 
theoretical; they are practical. Every year, our work 
puts us in touch with hundreds of ice cream sales and 
merchandising executives. From these contacts we 
know efforts are being made to build up gallonage 
in dealer outlets. 

This selling effort benefits both the company and 
the dealer, and is being applied to both bulk and 
packaged ice cream. Bear in mind that when package 
sales go up, there is no sound reason why bulk sales 
should go down. 

A few years ago, open-top merchandising cabinets 
were introduced in the super markets. Their use 





J. J. ERNST, author of the ac- 
companying article, is one of 
the leading authorities on ice 
cream merchandising now active 
in the industry. He has also 
acquired an enviable reputation 
as a ‘‘trend-spotter.” 
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spread to independent and self-service stores, and 
later to drug stores and small neighborhood accounts. 
Today there is a trend to glass-front open-top cabinets. 
From all reports these cabinets are boosting the sale 
of packaged ice cream by creating impulse buying. 
Without a doubt, “Help Yourself” package merchan- 
dising is here to stay. But there is no reason why it 
should hurt bulk ice cream sales. 


There is no question but that this “take-home” 
packaged ice cream from super markets and neighbor- 
hood self-service outlets is taking some business from 
neighborhood bulk ice cream stores. But the fact re- 
mains that bulk ice cream, sold through small neigh- 
borhood stores, still accounts for the predominant gal- 
lonage output of most ice cream manufacturers. 


Another factor in the shifting of bulk ice cream 
sales is the many new and beautiful soda fountain 
installations, not only in the old familiar stops, such 
as drug stores, candy stores and the like, but in super 
markets and specialized “dairy” stores. These installa- 
tions have definitely increased the sales of bulk ice 
cream. Yet if we look at the records we notice in 
most every instance that overall bulk ice cream sales 
have shown a decrease. 


We have good reason to believe that the cause of 
this slump is not because the public’s taste has changed. 
The answer is that bulk ice cream is not available. 


Look around your neighborhood and you'll find that 
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(where you used to 
purchase bulk ice cream) is now closing at 10 P.M. 
or be fore. 

We find that many of the small neighborhood 
“Corner Store” type of accounts formerly selling bulk ice 


your community drug store 


cream have now convinced themselves that they could 
not make money on this product and handle only ice 
cream in packaged form. The plain fact is that they 
can’t make very much money handling either a pack- 
aged or bulk product unless they have more on-the- 
premises consumption and a higher profit per dip. 
There is a great danger to the future of the industry 
if further effort is not made to check the loss of sales 
by the small so-called dry-stop. While it is true that 
at present only a small percentage of our homes are 
equipped with low-temperature freezing units that per- 
mit the average housewife to buy in quantities from 
the super market, the percentage of home-freezers is 
increasing rapidly. We can visualize that if all there 
was to offer in the way of ice cream was packages, 
either from the “Corner Store” or the super market, 
the latter would soon corral a great percentage of the 
business. And, when the present neighborhood drug 
store which has been handling bulk ice cream closes 


the store early in the evening, it means that the con- 


sumer who wants bulk ice cream must turn to com- 
petitive items. 


In conjunction with several of the leading manu- 
facturers of commercial ice cream, we have just com- 
pleted a survey which proves that the public’s taste 
has not changed—it does prefer bulk ice cream—and 
if it were made available, the sale of bulk ice cream 
could be increased, and the present independent 
“Corner Store” type of account would continue to 
thrive and stay in business. 


This survey also proved that, in most cases, the 
dealer was convinced he was not making a fair profit 
on bulk ice cream. However, he did believe packaged 
ice cream was a profitable item, and less trouble to 
handle. The survey revealed that most small store 
owners would be willing to keep their shops open later 
if they were sure bulk ice cream was profitable. 

The question, therefore, is: “How do we preserve— 
and build—the gallonage potential of the small 
operator?” More directly, how do we make it definite- 
ly profitable for him to sell more bulk ice cream for 
us? 


Earlier in this article we mentioned the various 
types of package merchandising equipment that have 
proven to be exceptionally good from the merchandis- 
ing standpoint. We believe we have also found the 


(Continued on page 68) 


Sani» Serv 


America’s foremost continuous 


direct-draw 


dairy freezer 


Freezer-fresh Soft Ice Cream, Frozen Custard, Sherbets, 
ice Milk, Water Ices, for your customers, more dollars 
for you—the perfect combination you will realize with 
Sani-Serv, America’s foremost continuous freezer. Scni- 
Serv offers you many outstanding features, including 
noiseless auytomatic operation, heavy duty 3 h.p. dasher 
drive motor, lifetime stainless steel construction, mini- 


WRITE FOR 
COMPLETE INFORMATION 


mum maintenance. Sani-Serv produces unsurpassed, 
freezer-fresh products always: Soft ice Cream, Ice Milk, 


Water Ices, Sherbets, Frozen Custard, and many others 
served freezer-fresh. 


Yourral, Zquiament Salea.twe. 


0) 


224 SOUTH WEST SYRERT” 
INDIANAPOLIS, INDIANA 
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“We are adding 


thousands 
99 


upon thousands... 


‘FRANK M. FOLSOM 


President, Radio Corporation of America 


“By a simple person-to-person canvass, we are adding thousands upon thou- 
sands of serious savers to our Payroll Savings Plan. Our employees are 
eager to contribute to the strengthening of America’s defenses while they 
build their own security. They know that individual saving initiative means 
a blow at ruinous inflation. They know that is the line on which all of us at 


home can make our strongest fight.” 


“Thirty days has September.” And every one of these 
September days is a D Day. In newspapers .. . maga- 
zines... over the radio... from the television screen 

.on billboards... contributed advertising will urge 
every American to “Make today your D Day. Buy U.S. 
Defense Bonds.” 

September days are “D” Days for management, too 
— Decision Days. 

If you have a Payroll Savings Plan and your em- 
ployee participation is less than 50% ... or if you have 
not made a person-to-person canvass recently —con- 
sider this your “D” Day. 


Phone, wire or write to Savings Bond Division, U. S. 
Treasury Department, Suite 700, Washington Building, 


The U. S. Government does not pay 


Washington, D. C. Your State Director will show you 
how easy it is to increase your employee participation 
to 70%, 80% —even 90% —by a simple person-to-person 
canvass that places an application blank in the hands 
of every employee. He will furnish you with applica- 
tion blanks, promotional material, practical sugges- 
tions and all the personal assistance you may desire. 


Your employees, like those of the Radio Corporation 
of America and many other companies will join by 
the hundreds or thousands because they, too, are eager 
to contribute to the strengthening of America’s de- 
fenses while they build their own security. Make it 
very easy for them—through the automatic Payroll 
Savings Plan. 


for this advertising. The Treasury De- 


partment thanks, for their patriotic donation, the Advertising Council and 


ICE CREAM FIELD 
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The Food Store As Uutlet 





FOOD STORES regard ice cream cabinet installations as vital to 
their profit pictures. Open-type, self-service cases in Liberal 
Market (above) and Lo Coco Market (below) have resulted in 
substantial volume gains. Photos courtesy of Hussmann Refriger 
ation, Inc. 





HE trend to the ever-increasing sale of ice cream 
‘Te food stores is one which offers a great and 

relatively new potential for the increased con- 
sumption and sale of the product, according to a lead- 
ing merchandising authority. The term “relatively 
new” was used, he said, because it is only in recent 
years that real merchandising thought and effort has 
been placed behind the sale of ice cream in food stores. 


Well-known manufacturers of refrigeration equip- 
ment for the storage of dairy products have recognized 
the importance of this trend and today are using their 
experience and know-how relative to food store mer- 
chandising equipment to design and build equipment 
for ice cream that not only displays, but sells the 
product. A good ice cream department, properly 
equipped and merchandised, is becoming a desirable 
and profitable part of modern, one-stop food stores. 


The “case histories” of three representative food 
markets afford ample indication of the volume po- 
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SANBAG EROGUCTION 
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through the EXTRUSION METHOD 


EXTRUSION CUTS COST...NO EXPENSIVE ADDITIONAL EQUIPMENT NEEDED 


Stainless Steel Extruders Available from Empire for $15 








The extrusion method enables you to produce a crisp and 
tasty ice cream sandwich at a substantially lower cost than 
by the cut brick or “carton” method. Exclusive of bagging 
and boxing operation, three people can produce up to 300 
dozen sandwiches per hour, and with no waste. The advances 

. and advantages . . . of the Extrusion Method are many: 


CONVEYOR 7 ; Absolutely Sanitary—No squeegeeing and no rerun. 


METHOD | Ability to make a quality sandwich of any size or shape. 
| All sandwiches are uniform and symmetrical. 


Minimum packaging expense — colorful, inexpensive glas- 
sine bags. 


Your sandwiches are always delicious, crisp, and tasty; 
stiff, dry ice cream, plus two Empire Wafers, plus fast 
freezing add up to a sandwich you can be proud of. 


In short: Extrusion has these positive benefits: ECONOMY, 


EFFICIENCY ...and what is most Important: A BETTER 
TASTING, BETTER SELLING SANDWICH! 


AGT OLMEDO PND EEG AVES EDIE SEM ON LL AS PARED OLED AOE A ee 


A—Wofers are placed on conveyor belt or slide. 
B—Nozzle (extruder) shapes ice cream uniformly from 
continuous freezer, and lays a steady flow of stiff, dry 
ice cream on wafers 

C—Upper wafer is placed on ice cream in alignment with 
bottom wafer 


D—Sandwiches are broken off at end cf conveyor or slide 
and either bagged and boxed, or placed in wire baskets 
or trays to be hardened (approximately 30 minutes) and 


led | 
thon benaed. Rate of Production is controlled by 


manufocturer through veoriation of 
ice cream flow from continuous | 
freezer, which in turn determines 
rate of movement of wofers on slide. | 


Write for further information on conveyors and slides to 


F Vi P Nd < g [ lf 1] g FOR COMPLETELY AUTOMATIC SANDWICH EQUIPMENT 
FOR VOLUME PRODUCTION, WE RECOMMEND YOUR 


30 Waverly Avenue, Brooklyn 5, New York INVESTIGATION OF THE NEW FULLY AUTOMATIC 
ANDERSON OR BAYER MACHINES . . . Write for Details. 
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WHERE DAIRY-VEND APPEARS— 
A NEW SELLING FIELD OPENS! 
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E. L. Widemire Discovers Unique 
Sales Ability of Vendo Dairy-Vend 


“Though a comparatively new field of ice 
cream distribution for us, our short experience 
with the Vendo Dairy-Vend leads us to believe 
that the sale of prepackaged ice cream products 
through such machines will gradually take over 
a bigger and bigger slice of our industry's sales 
volume—just as they have done in the candy, 
soft drink and cigarette fields. 


“Remember, it doesn't take a high priced clerk, 
or even anybody at all on the job, or expensive 
floor space, to sell ice cream from a Vendo 
Dairy-Vend, and they can be placed in many 
spots where a regular ice cream cabinet would 
not be practical at all.” 
€< le oot <« 
E. L. Widemire 


WIDEMIRE’S, INC. 
Sylacauga, Ala. 


The Name to Remember in Automatic Merchandising 


tential for ice cream manufacturers inherent in this 
type of outlet. 


“Exhibit A” is Lo Coco’s Market on Monterey 
Street in Pittsburgh, Pennsylvania. Anthony Lo Coco, 
the owner, reports that since installing a seven-foot, 
open-type refrigerated cabinet, his packaged ice cream 
sales have jumped from thirty dollars to more than 
100 dollars per week. 


Mr. Lo Coco keeps his Hagan ice cream in the 
He finds that, more 
often than not, the frozen food shopper adds some 
packaged ice cream to her purchases, and the ice cream 
buyer picks up some frozen fruits. The food store 
operator estimates that his total sales out of this single 
cabinet for one year will be more than $12,000. 


same case with frozen foods. 


The accompanying photograph shows how the 
cabinet in Mr. Lo Coco’s store appears to the shopper. 
At first glance, it might seem to be an example of poor 
merchandising, what with the jumbled assortment of 
frozen foods and ice cream. But studies have shown 
that shoppers frequently hesitate to disturb neat dis- 
plays while they like the feeling of wide variety from 
which to choose. 


Also, this is the most prevalent approach to mer- 
chandising found in food stores with limited floor 
space. In an area of only twenty-one square feet, this 
cabinet produces an average sales figure of $235 
weekly, of which forty-three per cent is ice cream. 


Pete Schmidt, Jr., owner of a fairly large and 
modern food store in St. Louis, Missouri, recently in- 
stalled an open-type self-service case for the sale of 
ice cream. Average weekly volume soared from sixty- 
two dollars to more than $162. 


Mr. Schmidt says: “I feel that the open-type cabinet 
is the only way to sell ice cream in a food store. To 
get maximum sales, the ice cream must be displayed 
out in the open where people can see it and can pick 
it up without moving or opening anything.” 

He continued: “Ice cream is a necessary item in a 
well-balanced modern food store. But to make the 
most out of it, you have to merchandise it the right 
way. People only buy what they see and can get at 
easily.” 

Having achieved an increase in volume amounting 
to more than 160 per cent, Mr. Schmidt’s store 
averages $8,400 in ice cream sales annually. He cur- 

‘rently is handling ice cream supplied by the Pevely 
Dairy Company. 


In the Liberal Market, Inc. store at 2811 Far Hills 
Avenue in Dayton, Ohio, a self-service ice cream case 
is installed cross-wise at the end of the frozen food 
department in a manner similar to a special end 
grocery gondola display. This strategic position has 
earned almost 100 per cent customer attention. Sales 


THE VENDBO COMPANY _have more than doubled since the introduction of a 


7400 East 12th Street 
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Konsas City 3, Missouri 


| cabinet used exclusively for Sealtest ice cream sales. 
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Is the ré a way to achieve hetter control of 
viscosity ? 


a). Hi can 1 keep my ice cream from becoming 


, 
sandy? 


Is there a way to prevent sharp, gritty ice 
from forming? 


Q. How can ] pre i*¢ nit Ha ‘OTs from “locking” or 


“freezing in’? 


ae ‘ % 
SR ‘, ~4 phy < 
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A. Yes. Stabilize with SPA,* the gelatin created 
especially for ice cream. SPA is uniform, year in and 
year out, whicb helps make up for variations in other 
ingredients that affect viscosity. 


A. 


A. “Shock” may cause water to separate from the 
ice cream “bubbles” and form ice. SPA helps resist 
shock, and less water can escape. 


A. 


These are common problems. If you’ve run into them in your plant SPA can help you, as it’s 
helping more and more ice cream men every day. And believe it or not, in spite of the extra- 
ordinary performance of this pure, uniform gelatin, it will cost you less to use than ordinary 


gelatins! 


We urge you to write for complete information. Do it now, while you have the address before you. 


. YOUNG & CO. OF AMERICA, LID. 


274 Madison Avenue, New York 16, N. Y. 


Famous as makers of fine English gelatins since 1818. 


the oldest name in gelatin is Young. 


*T.M. Reg. U.S. Pat. Of. 
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Patients, personnel and 
persons visiting hospitals 
have caused ice cream 
consumption to increase 
appreciably in these in- 
stitutions. Here’s a re- 
port on the serving tech- 
niques prevalent in hos- 


pitals. 





HEALTHY UUTLETS 


and Container Institute recently studied the 

hospital uses of paper food and drink utensils, 
giving particular attention to the transportation of ice 
cream in paper. Thirty-six general hospitals scattered 
throughout the country were surveyed by question- 
naires in the study and numbers of dietitians were in- 
terviewed. 


A Ree Field Research Division of the Paper Cup 


It was found that paper containers, paper 
sundae dishes and paper portion cups are employed in 
a great diversity of ways to facilitate ice cream service 
in hospitals. The findings should be of interest to the 
ice cream industry. 

In the assembly line operation of meal production 
in the larger hospitals, one of the time-consuming 
chores is serving special diets and special orders. These 
rations for relatively few patients sometimes take more 
time than meal service to hundreds. Special orders, 
which arise from taste differences among patients— 
the special flavor of ice cream, the piece of meat over- 
done, the salad without dressing—also are a bother and 
consume dietitians’ time. Any streamlining of special- 
diet and special order service which makes it easier 
to get these individually handled orders out to patients 
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while maintaining other requirements of accuracy and 
eye-appeal, is of vital help to hospital dietitians. 

An answer in ice cream service is use of the indi- 
vidually pre-portioned paper ice cream cup. Many 
institutions serve all ice cream, not just special orders, 
in individual, pre-hardened portions in paper cups. 
They often buy the ice cream from outside in individu- 
al packages. Other institutions handle only the speciai 
orders in these ways, otherwise using ice cream in bulk. 
And still another technique is to dip the bulk cream 
into individual paper cups, sending these up the floor 
by the tray load to be served immediately. 

Advantages of individually pre-portioned ice cream 
service are that special servings can be handled before 
the main meal preparations begin. General service is 
not disrupted, and in the matter of special orders, pa- 
tients can be allowed more choices. In bulk, ice cream 
in any special handling becomes a greater problem than 
otherwise. 

Another advantage is that patients desiring between- 
meal servings—permitted in most places to private 
cases not on special diet—may be sent ice cream in an 


(Continued on page 70) 
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“Our almond flavor rates as one of our 
best sellers,” says E. W. Chism, 
Chism Ice Cream Co., Reno 






It’s no secret that Almond Ice Creams are now flavor 
favorites, coast to coast. In every state of the Union, man- 
ufacturers large and small report consistent customer 
demand for more and more Buttered Almond, Toasted 
Almond, Almond Toffee and other almond flavors. 


There's no secret either, about the almonds they use. 
The choice is Blue Diamond buttered-diced-roasted, 
the dependable quality almonds packed in convenient 
25 Ib. vacuum tins, ready-to-use. They are hand- 
sorted, and sterilized at 310°. No handling! No 
storage or shrinkage problems for you! | 


Write today for prices and details of our contract 
delivery plan. Get the facts about the nut that’s 
making ice cream history. 


%or Toasted Almond, or others of the new almond 
ice creams. Write for free formula booklet. 


Guttered « Diced « moastea 


BLUE DIAMOND ALMONDS 


CALIFORNIA ALMOND GROWERS EXCHANGE ... Sacramento, Calif. 
Sales Offices: 100 Hudson St., New York 13, and 221 N. La Salle, Chicago ! 
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In the renowned Biltmore Dairy Farms, at 
Asheville, N. C., three “generations” of CP Ammonia 
Compressors have been installed and are still in 
use. The horizontal machine (“grandaddy” 
of them all), has operated for 25 years. Today's 
output is normally handled by a CP 8 x 8 
two-cylinder Vertical, supplemented by a CP 
Type-K 6% x 5 Multi-Cylinder Booster. 

CP is proud that Biltmore Dairy Farms, one of the 





Biltmore Farms’ first compressor, o 
CP 8 x 18 Horizontal—still on the job. 


nation’s outstanding producer dairies, has 
repeatedly chosen CP refrigeration equipment on 
the basis of its consistent performance record. 


~w 


You can depend on +” equipment, too. 


7 







CT 
LOOK TO} for Everything in Refrigeration 


Whether you need a compressor, a single valve or 
an ice builder—you can get it from CP—a reliable 
source of supply from coast to coast. 








Next in service—their CP Ver- 3 Their latest installation, a 
2 ticol Compressor (two-cylinder CP Type-K Booster. 
8 x B) 


MFG. COMPANY METONYS 





THe 





General and Export Offices: 1243 W. Washington Bivd., Chicago 7, Illinois OR 
Atlante « Boston + Buflele + Chicage + Dallas « Denver «+ Houston + Konsas City, Mo. + Los Angeles> REPAI R 
Minneapolis + Nashville « New York « Omaohe «+ Philadeiphia « Portiand, Ore «+ St Lovis> 
Selt Leke City + Sen Francisco + Seattle + Toledo, Ohic + Waterice, ic NOW 
CREAMERY PACKAGE MEG. CO. OF CANADA, LTD. THE CREAMERY PACKAGE MFG. COMPANY, LTD. 
267 King St. West, Toronto 2, Ontario Mill Green Road, Mitcham Junction, Surrey, England 
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ICE CREAM display cabinet piciured here is 
typical of the type being used in Kroger food 
stores. Its capacity is eleven cubic feet and 
dimensions are fifty-six incnes long, thirty 
inches wide, and fifty-nine inches high (with 
superstructure). Manufactured by the Eskimo 
Kooler Corporation, it has a stainless steel top 
and a white baked enamel! [polyplastic type) 
finish. 





BY E. C. BRUNST, JR. 


The Kroger Company 
Cincinnati, Ohio 


Here Today... 


UST a few years ago, ice cream was a com- 
d parative newcomer in the field of chain store mer- 

chandising. The development of super markets 
and food department stores, and new modern mer- 
chandising equipment particularly adaptable to self- 
service technique has brought many more products 
into the food retailers’ sales picture. Ice cream is one 
of those products. 

During the past two years, the Kroger Company’s 
ice cream sales volume has increased steadily. There 
are many factors which have contributed to this 
growth, and a brief outline of the major ones might 
prove interesting. 

With the advent of the food department store, as 
we know it today, greater emphasis has been placed on 
the convenience of the “one-stop shopping” concept. 
A more complete line of food needs, from appetizer 
through dessert, is offered to the customer, together 
with other related household requirements. The larger 
the store, the more merchandising space available— 
premium space which must be utilized to the greatest 
possible advantage, both profit-wise and volume-wise. 
Ice cream, quite naturally, was fully qualified to re- 
ceive its share of this new available space. 
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Here To Stay! 


While space availability is important, so too is 
proper merchandising equipment. The use of self- 
service selection entails new display techniques com- 
bining eye appeal, and buy appeal, without benefit of 
“spoken word” suggestion selling. Refrigerated equip- 
ment manufacturers were quick to design open style 
reach-in ice cream cabinets, and have now progressed 
to the present glass front, open type self-service 
cabinet complete with back-bar display space for re- 
lated sale items that is used and preferred by most 
food retailers today. Colorful, appetizing, illuminated 
photographs of the product in actual use have con- 
tinually stimulated spur-of-the-moment sales to many 
customers right at the point of sale. Special pro 
motional efforts on new menu ideas featuring ice cream 
and other related sale items have encouraged the 
shopper to experiment with new taste treats for her 
family. 

Quality is, we believe, a very important factor in ob- 
taining constantly increased ice cream sales volume. 
The food retailer’s responsidility should be to make 
every possible effort to insure fine quality product, not 
only as it leaves his store, but also when it reaches the 
customer’s table. Special insulated carry-out bags must 
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be available right at the cabinet for every ice cream 
purchase. A great deal of credit must be given to this 
carry-out bag in influencing the swing of ice cream 
sales to food department stores from other retail out- 
lets. As a general rule, ice cream is eaten as a dessert. 
It is possibly the last food which touches the palate 
in a complete meal, and the overall effect must be a 
pleasing and satisfying memory if further and in- 
creased consumption are ty follow. For this reason 
alone, fine quality should be given utmost considera- 
tion by the retailer in selecting the brand or brands 
he desires to handle. 

Throughout Krogerland, Kroger stores are making 
every effort to offer their customers the brand of ice 
cream which is most desired in each particular market- 
ing area. The Kroger Company also operates its own 
ice cream manufacturing plant which supplies three 
areas. Here we produce an ice cream under the Kroger 
label which is laboratory-guarded to conform to high- 
est quality standards. It is interesting to note that 
the high standards which have been maintained in our 
own product have been responsible, to a great extent, 
in making those stores handling it the leaders in ice 
cream sales volume throughout our company. 


The location of ice cream cabinets within the store 
is, we feel, an important factor for successful sales. 


if you want Yualily ‘Gi sleree)l-tc- 


Ice Cream 


Manvufacturers of 
* quality coatings for ice cream bars 


* chocolate liquors * chocelate chips 


importers of 


e Holland-Dutch Cocoas 


) a Samples? Certainly! 
late Products in the 


ae Bltiiel ste bc-tettele)s 


VAN LEER CHOCOLATE CORP 


Positioning the ice cream display as nearly adjacent 
to check-out lanes as possible is a rule that should 
be followed if maximum sales ,otential is to be real- 
ized. Store layout and flow of trafhc must be given 
full consideration, but as a general rule-of-thumb the 
ice cream cabinet should be placed in such a position 
that it will be the customer’s last shopping stop within 
the store—just as dessert is the final item in the meal 
she has planned. 

Because ice cream is a comparative newcomer in 
the realm of super market merchandising, there has 
been no seasonal sales pattern established. Sales have 
shown constant increase, month after month, for the 
past several years. We can only predict the future of 
ice cream in the food department stores, and will 
attempt to do just that, as follows: 


(1) There will be no appreciable seasonal fluctua- 
tion of ice cream sales with the food retailer. 
New menu suggestions, constantly greater 
emphasis to increase year ‘round consump- 
tion, and increased popularity with the con- 
sumer as the result of higher quality stand- 
ards, will combine to maintain an even flow 
of ice cream sales regardless of weather con- 
ditions. 

New refrigerated merchandising equipment 
will be developed, making it even easier and 
more convenient for the customer to exercise 
the buying impulse that will be more skill- 
fully created. 

Food department stores will handle not one, 
but two or three leading demand brands of 
ice cream in their markets, permitting the 
customer a selection. This will naturally lead 
to larger ice cream departments within the 
store, and considerably greater merchandising 
emphasis being concentrated in local market 
areas by each ice cream manufacturer. 


More and more, larger unit sales to the 
customer will replace present preponderance 
of sales in pints. Half-gallon, three-quart, 
and gallon units will be packed containing 
several most popular flavors as one complete 
unit. 


Ice cream carry-out bags may be eliminated 
with the development of special insulated 
cartons. This will insure a further safeguard 
on quality right to the consumer’s table, and 
ultimate product satisfaction. 


Established facts or future predictions notwith- 
standing, it’s a safe wager that by aggressively seeking 
newer and more modern merchandising methods, the 
food retailer will maintain and probably increase his 
present share of this nation’s ice cream sales. JT’S 


HERE TODAY—AND IT’S HERE TO STAY! 
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20.000.000 ~ 
youngsters 
cant 

be 

wrong! 


: including junior ® 


Vanilla is the heart of the ice cream 
business. Millions of youngsters and their 
parents consume more vanilla than all 
other flavors combined. So it’s only 


common sense to cash in on this 
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overwhelming preference with the best 
vanilla flavor in your market! 


Mixevan powdered vanilla flavor 
endows a delectable, delicate taste— 
subtle but steady. Always reliable, 
always consistent. You will surely note 
the very appreciable difference 
between Mixevan and extract 

flavor on your first try. 

The kind of difference which / 


shows up on sales reports—fast. 


LOS NREL OEE ADL OO LDA SAAR BL AL GELE AION BET AAI” 6 wet 


em 


We will gladly ce-eperate 
in any test you wisk 
fe conduct. ' 


| 
Other Vanilla Products by 


Michael for Special Uses 
TRUE VANILLA SUGAR 


° . for custom made ice cream 
> ‘ » ’ TWIXT for popular-priced 

\| | ¢ Lhcve Ne. ice cream 
CREST for use in novelties 


Vlixevan 


DAVID MICHAEL & CO., incorporated 


The Powdered Vanilla with the Locked-In Flavor Half oa Century in the Flavoring Field 
3743-63 D STREET- PHILADELPHIA 24, PA, 


For further information and prices see our representative or write direct 


Ice Cream Fietp, September 1951 











For smoother, finer-textured 








DRI-SWEET! 


Make a trial batch with OK DRI-SWEET! It proves itself! 


Enhances tlavor. Makes treezing easier. Preserves treezer 


Economical 


OK REGULAR CORN SYRUP 
OK HIGH DEXTROSE CORN SYRUP 
OK HI-SWEET CORN SYRUP 


AT YOUR SERVICE! Consult Hubinger’s tech- 


nical laboratories tor help with your ice cream production 


treshness 


problems. No obligation, of course. 


THE HUBINGER COMPANY 
KEQKUK, IOWA - - EST. 1881 
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New Outlet 


Notes 





fopic of the month s 


NE outlet for the sale of ice cream that generally has 
been overlooked by manufacturers is the gasoline filling 
station. In discussing new places where ice cream 
should be made available, E. R. Wiegman, General Manager 
of Anheuser-Busch’s Refrigerated Cabinet Division, notes 
that most “gas” stations now have refrigerated equipment for 
soft drinks, but few have facilities for ice cream sales. 

Says Mr. Wiegman: “I know from personal experience 
that the most convenient place for a bottle of soda when out 
driving is the filling station; however, invariably one of the 
children won’t want soda but ice cream instead. This makes 
it necessary to either talk him out of the ice cream or look 
for a confectionery store to quell the riot. Admittedly this 
would be a small volume operation, but every little bit does 


help.” 


Just below 1s pictured one of the Foremost Fountains, Inc. 
line of creamer units designed expressly to help establish 
new outlets for ice cream. These units are narrower than 
standard equipment and are suitable for installation in small 
restaurants, grills, snack bars, diners, and similar stores where 
space is limited. 





A fen of these units even have been installed in recreation 
and play rooms of private homes. A spokesman for the firm 
predicts that in fime the volume of sales on these smaller 
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Beautiful and Colorful : cf (+ cream 
FREE STREAMERS 
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Feature Monthly Flavor 
Specials to Help You Sell! 
Wt RASPBERRY \ 


am Don’t miss out on the fact that “lee Cream 
LE Sales Triple ... When You Blend With Ripple.”’ 
CHERRY RIPE Your Ripple Ice Creams have added eye appeal, 
added taste appeal... and Balch offers these 
SRANGE-PINE APPLE beautiful multi-color Free streamers to help you sell. 
SS Send for yours now, together with your order 
PPLE for any of the eleven fast-selling flavors of 
as ACH RI Ready-to-Use Ripple Sauces. 
Remember, all are simple to use, and all Triple-Purpose; 
CARAMEL RIPPLE \ 1) For Ripple ice creams; 2) For Tart Toppings, 
nt Sundae Cups, Ice Cream Pies (just pour 
p\NEAPPLE RIPPLE from the pail and use); 3) For Flavoring ice creams. 


MARSHMALLOM RIPPLE* | 


DOUBLE RP or q B a L ul H FLAVOR COMPANY | 


*Ripple & Wave Trademarks Registered 
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ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 
WEST COAST: Fred Cohig, 1855 Industrial, Los Angeles, Calif. 
CANADA: 

R. J. Campbell Co., No. 2 Dennison Road, Weston, Toronto 
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... Easily 
Kicked Over! 














Perhaps our reputation of making quality Vanilla could 
not be as easily kicked over as a child's building blocks, but we do 


know we have to be continually on the alert to keep it intact. 


And you may be sure every single man in our organization watches 
his operation with the utmost care to see that 
there are no slips that might in any way change the quality 


of the particular Vanilla he is working on. 


Yes, we believe the reason we keep the reputation of making really 
good Vanilla and furnishing really good service is because every 


man here takes pride in his work and pride in our product. 


0 


LABORATORIES, INC., rocnester, w.v. 


BLENDS © CONCENTRATES © POWDERS 
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umits mill increase and that soda fountains will be found in 


a variety of unprecedented locations. 
* . . 


A LIQUOR STORE AND A BAKERY are two new 
outlets in which Frigidaire ice cream cabinets have been in- 
stalled. An eight-hole, double-row cabinet has been placed 
in the Walker Liquor Store in St. Louis, Missouri, and cus- 
tomers frequently add ice cream to their other purchases. A 
merchandising superstructure afhxed to the cabinet calls at- 
tention to the availability of ice cream. 

The Foothill Bakery in Glendale, California, a retail store, 
has placed a self-service cabinet near the baked goods dis- 
play cases. The owner of the shop reports a two-fold increase 
in store traffic and a similar increase in ice cream sales since 


the installation of the cabinet. 


« + * 


So many colleges and universities currently are installing 
coda fountains that their claim to classification as “new out- 
lets” 1s que stionable. But the fact remains that there are still 
many such institutions without ice cream selling facilities, 
offering a vast gallonage potential to alert ice cream manu- 
facturers. 


For some time, the Liquid Carbonic Corporation has been 
supplying the equipment necessary for colleges to launch ice 
cream sales. A typical installation is pictured above. Its 
length is eighty-seven feet and its capacity is forty. Located 
at the University of South Dakota, Vermillion, the counter 
is red linen formica with a tan linen formica top slab. 


« nal * 


AN INTERESTING ASPECT of the subject “new 
outlets” has been described by T. E. Hoye, Sales Manager 
of the Savage Arms Corporation’s Refrigeration Division. 
Says Mr. Hoye: “I have just returned from an extended trip 
through the middle west where I talked to a large number 
of ice cream manufacturers in a number of different cities. 
From information I have been able to gather, the manufac- 
turers feel that there are now too many ice cream outlets and 
that the number of outlets have increased to the extent that 
a high percentage of the present outlets are unprofitable to 
the manufacturer that is serving them. For instance, one 
Chicago ice cream manufacturer pointed out that prior to 
the war in one block on a Chicago street there was one ice 
cream outlet. In the same block today there are five outlets. 
Prior to the war, this one outlet sold a fair volume of ice 
cream and the outlet was profitable to the supplier. On the 
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BOOST YOUR 
ICE CREAM SCORE! 


This finer vegetable stabilizer 
can help you! 
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FLA VOR Practically tasteless and used in 


smaller amounts, Krageleen will not mask the 
flavor of good ingredients. 


Score: FS 
BODY, TEXTURE With Krageleen. stabi- 


lizing action is immediate, whipping is speeded, 
cooling can be quick. lee cream has smoother 
texture, better body. 


Score: SO 
MELTING QUALITY tee cream made 


with Krageleen melts down smooth and creamy. 


Score: § 


IT’S A FACT! Sales jump when your ice- 
cream score improves. Try Krageleen, based on 
a pure vegetable gelose from carrageen, and 
quality-controlled by Kraft. Dependable. Kco- 
nomical. Write Phenix Pabst-ett Company, 
Vept. KR-41, 460 EF. Illinois St., Chicago 90, IIL. 


KRAGELEE 


A finer vegetable stabilizer for ice = 


ant 


: 
| 
% 
) 
i 
: 
) 
x 
i 








IMITATION 


FRUIT FLAVORS 


P & S lights up the ice 
cream industry with 
the glow of quality of 


its True Fruit and Imitation Fruit flavors. 


For years P & S has ushered in delicious tempting 
tasters, and ice cream men have consistently 


profited from these flavorites. 


Research and a high degree of manufacturing 
ability guarantee the continuous performance of 
P & S products. Use P & S for compliments that 
pay off in dollars. 


DON'T GUESS 


use..P, 


POLAK & SCHWARZ, INC. 


667 Washington St., New York 14, N. Y. 
Midwestern Office: 173 W. Madison Street, Chicago 2, Ill. 
Representatives: Milwavkee - los Angeles - Sen Francisco 
Canadian Office: Polak & Schwarz (Canada), itd. 

Box 39, Station “H,’’ Toronto, 13, Ontario, Canada 
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other hand, under today’s circumstances, this manufacturer 
doubted if any of the outlets were very profitable to the 
ice cream manutacturer. 

“Our feeling, as a manufacturer of ice cream merchandis- 
ing equipment, is that there is a trend in our own industry 
to merchandise ice cream in outlets where there is a good 
deal of trathc, such as food stores.” 

One type of retail establishment that apparently is going 
for soda fountains is the roadside diner. This ts a trend that 
has evidenced itself in ICE CREAM FIELD’s current study 
of new outlets for ice cream sales. One of the organizations 
that corraborated this trend is the S. & R. Soda Fountain 
Manufacturing Company, which reports mcreased sales of 


its equipment to diners and similar roadside stands. 


Typical of these installations is the unit pictured above. 
Its dimensions are fifty-four by thirty inches. Capacity is 
twenty gallons of we cream. Standard features include four 
syrup jars, one chocolate jar and pump, one spoonholder, 
two crushed fruit jars and covers. 

* * * 
OPEN DISPLAY CABINETS of the type pictured 


below have helped merchandise ice cream in food stores. This 
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only Batavia Bodies offer 


. . « Gold-Seal Doors 


No temperature loss is your profit gain 
with Batavia Cold-Seal Doors. All-steel 
door and frame with special breaker 
strip prevents warping — even after long 
use! Even the protective rubber gasket 
surrounding the door is placed never to 
slide, or rub! This is but one of the 
many EXTRA quality features which 














come, custom built-in, with every Batavia See you at the 
refrigerated body. For a free consultation, 


write describing your particular body needs. 


FORT SHELBY HOTEL 


fer the 


DAIRY INDUSTRIES MEETING 


BATAVI A im Detroit, Oct. 22nd te 27th. 











BODIES 


eo 


Seale 


ICE CREXH 





only the Best 
goes into... 


BATAVIA 
Batavia BODY COMPANY 
BATAVIA 3, ILL. 
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Produce greater rolume 
and increased profits 
from any territory— 


SELLING 
SENSE 


For the 


RUUTE 
SALESMAN 


by 


Fred DeArmond 


135 Pages 
Cleth Bound 


Pocket Size. 5's x 7%, 


With this new book. ice cream manu- 
facturers and milk companies can show 


-alesmen how to open new dealers and 


increase gallonage in’ present outlets. 
The beginner as well as the veteran route 
man will learn how to produce greates 
volume and increased profits. “Selling 
Sense... 2° has brought together hun- 
dreds of sound sales ideas in a manne 
that will be quickly and easily under- 
stood. 

Whether vou operate one or a hundred 
routes, every salesman will benefit from 
these proven sales ideas . . . and will 
make more monev for himself and for 
vou. 

While “Selling Sense” has been writ- 
ten for the individual route salesman, i! 
will be helpful to supervisors, sales man- 
agers, and others who are concerned with 
improved methods of selling. 

Send vour order today mail vour 
check now with the attached blank. 


lee Cream Fie!d 
19 W. 44th Street 
New York 18. N.Y. 
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aisle-type cabinet has a capacity of 741 pint packages of ice 
cream, of which 336 can be accommodated in the display 
compartment and the remainder in the storage section. Ex- 
terior dimensions are 70'4 inches (length) by 29'% inches 
(width) by 56 inches (height). 

As manufactured by the R. H. Bishop Company, this 
cabinet takes up a floor space of 9.7 square feet. 


The Grand Rapids Cabinet Company has recently released 
a new catalog, No. 511-C, which illus-rates and describes 
complete units for fountain and food service island tyfe 
installations. While island type installations as such are not 
new, the company states that their line 1s completely stand- 
ardized, thus offering the prospective purchaser of an island 


t-up all that he requires from standard stock items. 


The essential advantage of the island type fountain sel-up. 
in which U-shaped or Bay-type counters are used, is that 
four operators may work at the fountain simultaneously 
without interference. The lower operating expense of this 
type of layout is another important factor, it was said. A 
free copy of the GRC catalog is offered on request. 


THE JITNEY-JUNGLE SUPER MARKET in 
Cramerton, North Carolina, recently installed a Kelvinator 
KM-12 ice cream cabinet (see accompanying photograph). 
J. Featherston, Manager of the store, reports that “It was 
not until we decided to make ice cream available to our cus- 
tomers as a ‘convenience’ item that we realized what a won- 
derful profit-maker ice cream can be—particularly if it is at- 
tractively displayed and properly located for easy pick-up by 
customers. Ice cream carries a higher profit margin than 
almost any other item we handle and we found that it is also 
high on the list of ‘impulse’ purchases.” 


The cabinet in question is a twelve cubic foot merchandis- 
ing case, afhxed to which is a lighted display board. It is the 
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BY USING 


BLANKE-BAER’S 


ORIGINAL 


“nun Non MIX 


for bottled drink and ice cream 


WITH THIS OUTSTANDING 
MERCHANDISING PROGRAM 


e Special Bowl and 6 cups e Door Knob Hangers 
Premium for Consumer e Newspaper Mats 


e Milk Bottle Collars e Full Color Posters 
e Radio Spot Announcements 


Finest Egg Nog Mix Since 1934 


BLANKE-BAER 


EXTRACT AND PRESERVING COMPANY 
3224 S. KINGSHIGHWAY ST. LOUIS 9, MO 
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same type of unit which has helped open new avenues tor 
sales of ice cream in such outlets as transportation depots, 
theatres, and food stores. 


* * * * 


The Freez-Rite ice cream cabinet is another example of the 


refrigerated equipment that has found—and is finding—its 


nay into super markets and other retail outlets. Illustrated 


above. this unit’s overall size ts 50! 


inches (height) by 29 
inches (width) by 56 inches (length). 


As manufactured by the Bailey and Perkins Company it is 
a ten cubic-foot cabinet with white, high temperature baked 
enamel finish, stainless steel ledge and polished aluminum 
trim. Thermopane gldss front creates an effective visual dis- 
play. Merchandising shelf above the storage compartments 
was designed to provide space for toppings, displays, in- 
sulated bags, and other accessories. 


THOROUGH EXPLORATION of the “home mar- 
ket” as a “new outlet” has been advocated by many indus- 
try leaders who feel that the ice cream buying potential of 


housewives is nowhere near exhaustion. The advent and in- 
creasing use of home freezers mean that something is being 
done to increase ice cream sales by spurring home consump- 
tion. 


One of the organizations that has helped establish this 


trend is the HarderFreez Division of the Tyler Fixture 
Corporation. Typical of the home freezers manufactured 


by this firm is the unit pictured above. 








You Make More Money With FRANKLIN REFRIGERATED BODIES 


% Made of Steel Electrically Welded for 


Strength and 
Lightweight. 


% Incorporate every known improvement which means 
the right design and the proper features for your needs. 


*% Greater payloads at lower operating costs. 


Write today for a quotation on your particular problem, 
whether it is a replacement or a fleet edition. 


Get our prices before you buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 
1042 DEAN STREET BROOKLYN 16, N. Y. 
Tel.: STerling 9-5400 
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How Engineered 
Production 


Homogenizer 
Bottlenecks 


Engineered Production . . . the proper correlation of 
every machine, every process to gain greater output 
per man-hour .. . cannot be achieved if your pro- 
duction is geared to an old-fashioned or inefficient 
homogenizer. In many plants, Cherry-Burrell’s new 
visual engineering service has unveiled hidden ho- 
mogenizer bottlenecks and eliminated these threats 
to profit with Superhomo — industry's finest, most 
sanitary homogenizer. 


Do You Need a Superhomo? Using the latest in 
proved engineering principles, your Cherry-Burrell 
representative and branch engineer will help you 
analyze your plant — process by process. Together, 
you'll be able to see exactly how Superhomo will 
fit your existing layout— how it can promote a 


Eliminate Breakdowns 
with Planned Maintenance — 


CHERRY-BURRELL CORPORATION 
General Sales and Executive Office: 

427 W. Randolph Street, Chicago 6, Illinois 
Milk and Food Plant Equipment and Supplies 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES OR 
DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 
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smoother flow of product at the production rate your 
plant and your profits demand. You'll quickly see 
how Superhomo capacity and dependable perform- 
ance can set the pace for high capacity production, 
eliminate expensive shut-downs, loss of production 
and overtime during busy seasons. In addition, you'll 
see what savings can be made in maintenance cost 
and clean-up time. 


Today, when the right methods and equipment count 
so much, it is important that you see your Cherry- 
Burrell representative about Engineered Production 
in your plant. Ask him to help you plan now — ard 
order now so that material shortages and delayed 
deliveries won't affect your future production and 
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AILURE of the ice cream industry in 1950 to 
oe the downward trend in sales that has been 

apparent since 1947 is evidenced in the latest edi- 
tion of the Ice Cream Sales Index just issued by the 
Department of Statistics and Accounting of the Inter- 
national Association of Ice Cream Manufacturers. 
However, last year’s sales decrease was the smallest 
recorded since the peak sales year of 1946. 


The reports involved in the Sales Index compu- 
tations are based upon data obtained only from 
“matched” plants. In other words, no report is in 
cluded in the 1950 Index unless 1949 sales were also 
recorded. 


The Ice Sales Index for the year 1950, 
then, is a summary of the reports of 774 American 


and Canadian ice cream plants with sales during that 
vear of 308,812,553 gallons. 


Cream 


Last Third Good 


Sales decreased by 2.78 per cent in 1950 in the 
United States. An increase of 3.11 per cent during 
the last four months of the year as compared to the 
similar period in 1949 minimized the twelve-month 
loss. It was the first time since 1947 that September. 


October, November and December sales did not 


register a substantial decrease. 


The Index notes that during the year 1950 business 
activity was “spurred by two well defined movements 
to close the year at an all time peak. Disposable 
personal income increased substantially. The consumer 
groups were better off than at any time in the past 
decade, both with respect to the current rate of con- 
sumption and to stocks of physical goods held by 
them. In the fourth quarter of 1950 the annual rate 
of real consumption per capita was nearly a quarter 
greater than in 1941, a year of very high per capita 
consumption.” 


The Index continues: “Consutner spending for non- 
durable goods increased by three per cent with price 
rises being responsible for a third of this movement 
but still leaving a gain in physical volume of two per 
cent. Important to the ice cream manufacturers is 
the fact that sixty per cent of the total increment 
was due to the food component which accounted for 
nearly two billion of the three billion dollar rise in 
outlays for non-durable merchandise.” 


All Frozen Dairy Foods 


The Ice Cream Sales Index does not report on 
production—it reports only on sales. Furthermore. 
figures showing increases or decreases in sales are based 
on all frozen dairy foods, fruit ices, and other related 
products and not on ice cream alone. Reports in- 
5? 
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PROOUCTION RETA 
US. ICE CREAM PRODUCTION 


clude the sales of novelties, specialties, packages and 
all related items. 

Certain product trends are apparent from a perusal 
of the 1950 Sales Index. For example, ice cream in 
1946 accounted for 93.54 per cent of all sales of the 
various products turned out by ice cream manu- 
facturers. The percentage dropned slightly in 1947, 
but in 1948 the drop was sharper and the percentage 
decreased to 89.42 per cent. The trend continued in 
1949 and 1950, the respective percentages being 88.83 
and 88.36. 

Sales of ice milk and other low fat products have 
increased almost consistently since 1946, at which time 
they represented 1.86 per cent of industry volume. 
The figure reached 3.71 per cent in 1950. 

Milk sherbet sales have moved from 2.57 per cent 
of all sales (in 1946) to 3.97 ner cent in 1950. 
Similarly, volume of fruit ices has risen from 2.03 per 
cent of total product sales in 1946 to 3.96 per cent 
in 1950. 


North Atlantic Volume Drops 


Ice cream manufacturers in the North Atlantic 
states in 1950 experienced sales decreases of 5.56 per 
cent under 1949 levels. New Jersey, the only state 
in the group to enjoy an increase in sales, gained 1.37 
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Last Year Was 2./6% 
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per cent. Maryland, Delaware. and the District ot 
Columbia as a combiaation had the smallest decrease 
of any of the states in this area, or 1.38 per cent. New 
York’s decrease was most severe in this group, amount- 
ing to 9.21 per cent. 

The sales of all products sold by ice cream manu- 
facturers in the Central Eastern states in 1950 were 
3.18 per cent below sales in 1949. Michigan was the 
only state to gain, its increase was 1.86 per cent. 
Illinois had the largest decrease, or 7.58 per cent. 

The Middlewestern states suffered a dectease of 
3.33 per cent in the sales of all products manufactured 
and sold by ice cream manufacturers in 1950. Nebraska 
was the only state in this area to experieace an in- 
crease; its sales jumped 3.7! per cent. North and 
South Dakota combined had the largest decrease, or 
7.82 per cent. Minnesota recorded the smallest de- 
crease—1.97 per cent. 

Sales increased by .74 per cent in the Southern 
states. Texas enjoyed the largest gain in 1950 of the 
Southern states, or 6.47 per cent. Florida was second 
with 3.81 per cent. Kentucky’s decrease was the 
largest, or 7.58 per cent. 
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The Western states in 1950 had an upsurge in 
sales of 4.45 per cent. Arizona and New Mexico com- 
bined had the largest increase, namely 9.44 per cent. 
California had the second largest increase, or 5.8 per 
cent. Wyoming, Montana, and Idaho combined suf- 
tered a decrease of 5.71 per cent. All other states in 


this area reported increases in 1950 as compared to 
1949, 


The sales of all products sold by ice cream manu- 
facturers in Canada in 1950 was 5.86 per cent below 
the sales of 1949. 


Summary 


Summarizing its findings for 1950, the Ice Cream 
Sales Index notes that industrial production reached 
peak levels and disposable incomes were at a record 
high last year, but the ice cream industry nevertheless 
failed to increase its sales for the vear. “The sudden 
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advance in sales and production during the last four 
months of 1950 and the increase in the first six months 
of 1951 may point to an up-turn in all products,” the 
Index dex lared. 

The Index also intimated that the vre-war relation- 
ship between disposable incomes and the purchase of 
ice cream has decreased in importance. The same was 
held applicable to the effect of weathei on ice cream 
sales. 

The conclusion is: “It may be that these factors 


rather insiduously indicate that ice cream and related 
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products can be more responsive to promotional and 
merchandising efforts than they have been to factors 
over which the manufacturer has no control—con- 
sumer incomes and the weather.” 

Copies of the 1950 !ce Cream Sales Index are availa- 
ble at one dollar each (except to association mem 
bers). They may be had by writing to the Department 
of Statistics and Accounting, International Associa- 
1105 Barr Build- 
requesting Special 


tion of Ice Cream Manufacturers. 
ing, Washington, 6, D. C., and 
Bulletin Number S80. 
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A BRAND NEW 
HALF-GALLON PACKAGE 


An entirely new approach to half-gallon production and 
merchandising . . . engineered and proudly presented 


by Bloomer Bros. Research Council. 


CHECK THESE MANY FEATURES 


/ SHIPPED FLAT— SAVES SPACE —A carton of 250 takes 
less than 6 cubic feet of your valuable storage space. 


/ SNAPS OPEN — SAVES TIME AND TROUBLE — Set up by 
your filling operator in one quick, complete motion, 
the VEGA saves 75% of erection time. Eliminates 
confusion and preliminary work prior to a run from 
the freezer. One operator can erect this new carton 
and fill fast enough to supply a 300-gallon freezer. 


y/ BLOOMER SPECIAL BOARD — ASSURES PRESTIGE — 
You’re sure of a rigid, clean package. Properly de- 
signed and printed, it adds sales appeal to your 
product. Available in either stock print or special 
designs created individually for you. 


Get the new VEGA in your 
$ / fr Ss own hands and be convinced 
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A Production Superintendent said: 


“Now, | am much wiser 
Since using V.C.-PLUS Stabilizer.” 


(Uses V.C.-PLUS in ice cream and ice milk.) 


GERMANTOWN Sewececn(Prers, ., 


WAREHOUSE STOCKS, PHILADELPHIA, PA.—SAN FRANCISCO, CAL.—PORTLAND, ORE. 
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NARICM Extends 


Contest Deadline 


EADLINE for the National Association of Re- 
tail Ice Cream Manufacturers’ 1951 “Idea-of- 
the-Year” contest has been extended to Sep- 
tember 30, according to an announcement by Executive 


Secretary E. M. Warder. 


Purpose of the annual contest is to “inspire original 
promotion ideas adaptable by the ice cream industry 
in the interest of increased sales.” Active and associate 
members of the association have been asked to submit 
reports of ice cream merchandising programs effected 
with favorable results since September 1950. A special 
award will be made to the individual or organization 
contributing “the most constructive suggestion in the 
preceding twelve-month period for the furtherance of 
ice cream sales.” Presentation of the award will take 
place during the eighteenth annual convention of the 
retailers’ association, to be held this year from October 
3° to November | at the Hotel Netherlands-Plaza in 
Cincinnati, Ohio. 


The award will consist of a silver cup on which the 
winner’s name will be inscribed. Each winner will 
retain possession of the cup for one year, and the first 
individual or concern to be cited three times as winner 
will achieve permanent possession of the cup. 


An Ice Cream Fievp offer to donate the silver cup 
was accepted by the association’s executives at the 
Spring Planning Conference, held last May in Toledo, 
Ohio. The contest itself was suggested to the asso- 
ciation by Howard B. Grant, Publisher of Ice Cream 
Fievp. 


Among the factors to be considered in the prepara- 
tion and judging of these reports are consumer re- 
action, profits, and adaptability of the idea by the 
industry at large. The entries, plus appropriate il- 
lustrative material such as photographs and drawings, 
should be submitted prior to September 30 to the 
“Idea-of-the-Year” Committee, National Association 
of Retail Ice Cream Manufacturers, 512 Commerce 


Building, Toledo, Ohio. 


It has been emphasized by association officials that 
both active and associate members are eligible to enter 
the contest. Ceremonies honoring this year’s winner 
will be conducted at the annual Ice Cream Breakfast, 
another convention feature. 
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“Idea -Of-The- Year” 


Contest Rules 


. The purpose of the contest is to inspire 
ice cream industry in the interest of increased 
sales. 


An annual award will be made by the Na- 
tional Association of Ice Cream Manufac- 
turers to the member who, in the opinion of 
the association’s Board of Directors, con- 
tributed the most constructive suggestion in 
the preceeding twelve-month period for the 
furtherance of ice cream sales. 


. The award shall consist of a silver cup pre- 
sented by ICE CREAM FIELD on which 
the winner’s name will be inscribed. Each 
winner shall retain possession of the cup for 
one year. Permanent possession of the cup 
shall go to the first individual or concern to 
be cited three times as winner. 


during the preceding year. Details of the 
basic idea and of its execution should be in- 
cluded. Such factors as consumer reaction, 
profit returns, and adaptability of the idea 
by the industry at large shall merit special 
consideration of the judges. Illustrative 
material, such as photographs and drawings, 
may be submitted with entries. 


. Entries shall be brief and concise. Entries 
should be mailed no later than September 
30 to the “Idea-of-the-Year” Committee, 
National Association of Retail Ice Cream 
Manufacturers, 512 Commerce Building, 
Toledo, Ohio. 


. All active and associate members of the as- 
sociation are eligible to enter this contest. 
Decision of the judges shall be final. 1951 
winners to be announced at the Ice Cream 
Breakfast during the 18th annual convention 
of the National Association of Retail Ice 
Cream Manufacturers. 











New- LITTLE makes a LOT 


FOR ICE BAR 
NOVELTIES 


77 DELICIOUS 


FLAVORS 


ORANGE 
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STRAWBERRY 
RASPBERRY 


Twelve ounces of any flavor 
CP “FROZEN POPS” Emulsion 
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refreshment service into fountain-luncheonette service. 
Moving cautiously, as chain operators usually do, the 
organization remodeled the lobbies of its Covell 
Theatre in Modesto, California, and its Avon Theatre 
in Healdsburg, a town of 3,000 population, to make 
100m for fountains. 


The former stand in the Covell Theatre included 
a bobtail unit. This was replaced with twenty-two-foot 
wall type equipment, including a creamer, sandwich 
unit, toaster, urn and mixer stands, a workboard, a 
carbonator, and a two-bay counter that accommodates 
sixteen stools. The fountain is installed adjacent to the 
lobby. The Avon Theatre fountain has a twenty-seven- 
foot counter, and there is a service window from the 
fountain into the lobby. 


The theatre firm reports that both fountains are op- 
perating successfully, from both the efficiency and 
profit standpoints. Volume of fountain business at 
the Covell has increased more than 300 per cent since 
remodeling was completed. 


Race tracks, also, are proving to be suitable locations 
for soda fountains. Harry M. Stevens, Inc., prominent 
sports park catering organization, recently purchased 
several soda fountains for installation in snack bars in 
eastern race tracks. One of these is to be found at the 


Garden State Race Track in Camden, New Jersey. 


It is not mere coincidence that elsewhere in this issue 
is published an analysis of methods of serving ice cream 
in hospitals. The fact is that a fountain-luncheonette 
has become a virtual necessity for modern hospital op- 
eration. In addition to service for patients, such instal- 
lations have been found to provide refreshments con- 
veniently and economically to visitors and hospital em- 
ployees. 


Typical is the new twenty-eight-foot Bastian-Blessing 
soda fountain recently installed in the Buffalo Gen- 
eral Hospital, Buffalo, New York. It is patronized by 
doctors, nurses and the general public. Present ice 
cream consumption there amounts to 100 gallons per 
week, 

Other interesting “new outlets” for the sale of ice 
cream spotted by Ice Cream Fietp correspondents in- 
clude the Roanoke Ball Park in Roanoke, Virginia, in 
which is installed a fountain-luncheonette; the Mil- 
waukee Boys Club, which recently purchased similar 
equipment; the Maple Lane Recreation Center, a bowl- 
ing alley in Fremont, Ohio, which recently installed a 
soda unit; such universities as New York State Teach- 
ers College, University of Washington in Seattle, and 
Oklahoma A&M College; and Cruse Foods, a super 
market in Hillsboro, Oregon. More and more super 
markets, incidentally, are supplementing their cabinet 
installations with full-size fountains. 
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Get into the 
pay-off zone 


with the 


The taste zone is the pay-off zone. 
That’s where you win or lose “stops.” So build <> oy 
gallonage by giving your ice cream the rich, full bodied 


flavor folks favor! Flavor like our 100% Pure Coffee Concentrate, 
for instance. Zestful, robust, it creates repeat sales because it gives wah We g> ¢ 
ice cream an honest-to-goodness, cup-of-coffee flavor. Blended of 


choice coffees, it unites perfectly with ice cream ingredients, and will not 


freeze out. It’s flavor like our 100% Pure Coffee Concentrate—rich, delicious, 


genuine flavor—that wins sales at the pay-off zone! Whether it’s Coffee, Vanilla 


or Fruit Flavors, rely on AMERICAN FOOD for the flavor folks favor! 


S-AMERICAN FOOD LABORATORIES. inc. 


860 Atlantic Avenue, Brooklyn 17, N.Y. 
3968 NORTH MISSION ROAD, LOS ANGELES, CALIF. PHILADELPHIA * BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 








Drugyists the quality is right and the product is attractively 
priced, the Whitelawn Dairies offered through some 
of the Whelan stores a one-quart Philadelphia-style 
package at the retail price of seventy-five cents. This 
was a Neopolitan package in the attractive Deauville 
ance of the stores, and providing attractive locations blue color scheme and contained the same quality ice 
for the fountains and display ice cream cabinets would cream at a distinct saving over the cost of two in- 
do the job. Plenty of neon signs and point-of-sale dividual pint containers. The store and consumer re- 
material in windows and backbars provoked consumer action proved so enthusiastic that this size container, 
buying interest. With notable success in some of the scored to serve eight slices, will probably be offered 
stores, the program this Summer spread to most of the through other Whelan stores. The manufacturers feel 
Whelan chain in New York. that there is a trend toward larger, economy size pack- 
Recognizing that the fountain alone could not ages and their program calls for more effort behind 
achieve sizable results on package ice cream, major the new quart as well as the half-gallon containers. 
Whelan stores, with a few exceptions in the midtown Incidentally, a smart counter sign holding a dummy 
business district, installed Schaefer self-service ice cream package near the self-service, glass-topped cabinets was 
display cabinets. Sales of pint packages and specialty the only supplementary promotion used. The sign 
items quickly increased when the ice cream cabinets reads, “Try it To-Nite, Special—75c A Quart, Deau- 
were given good locations. In one of the Whelan ville French Ice Cream.” It was as simple as that to 
stores (illustrated in the accompanying photographs) put across the new quart package. 
the ice cream cabinet placed near the entrance in close Enjoying the new volume on take-home ice cream 
proximity to magazines, cigar and candy counter sales which many thought was to be lost to food stores, 
proved to be the most profitable location. Not one but the Whelan Drug chain has employed other promotion 
two Clearview ice cream cabinets were installed side by ideas to sell ice cream. One of the simplest and most 
side in many of the stores with excellent results. At successful was the distribution of 1500 keys to homes 
first, the drug chain as well as the ice cream manufac- in a community surrounding one of its stores. The 
turer learned a costly lesson—that ice cream would not holder of the key was invited to take it to the local 
move well if a secondary location were accorded the Whelan drug store to try to unlock a treasure chest on 
cabinets. For example, when the cabinets were located display. If the key opened the chest, the winner re- 
near or between cosmetic and drug counters, the sales ceived a half-gallon of Deauville French Ice Cream free. 
were poor in contrast to up front location where visi: As an inducement for all to try, the back of each key 
bility and store trafhc insured rapid turnover. tag carried a five cent redemption value on any carry- 
With pyramids of packaged dummies and posters out or fountain ice cream purchase. The treasure chest 
near and on the cabinets, the drug stores achieved mass program was supported by circulars and posters placed 
displays. Clerks were instructed to suggest to cus- on the windows and inside of the store. 
tomers the take-home of a pint or a quart. During Since the new program of merchandising and self- 
holiday seasons, fancy ice cream cakes retailing at service of quality ice cream got underway, both the 
$3.95 each were moved through these display cabinets. drug chain and the ice cream manufacturer have been 
Point-of-sale promotion supported sales of these spe- well pleased. It is apparent that the drug store could 
cialty items. be a potent factor in the sale of ice cream in competi- 
Experimenting this Summer with the theory that tion with food stores or other type outlets if the same 
people will consume greater quantities of ice cream if sound merchandising principles are employed. 
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during October 
feature the favorite 


CARACAS CHOCOLATE 


This great, new campaign has Chocolate their year round Choco- 
been planned and engineered by late flavor. Caracas is nationally 
Dairy Merchandising specialists. known. It will sell all flavors. 

Many plants make Caracas Write for facts. 


G. P. GUNDLACH & CO. 


“Servants to the Dairy Industry” 


1201 W. Eighth Street Box “A” Cincinnati 3, Ohio 
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INDFU 


L of the interest of ice cream manu- 


facturers in current conditions of the dairy 
equipment field, Dairy Industries Supply As- 


sociation has issued a series of questions and answers 


covering many contemporary vital problems. As a 
service to its readers, Ice Cream Fietp publishes here- 
with the complete series. 


Q. What will be the total 1951 production 
of dairy processing equipment, as compared with: 
1950, as nearly as can be foreseen? 


A. It now appears that the most hopeful produc- 
tion of dairy processing equipment in 1951 will be of 
about ten to twenty per cent fewer units that in 1950, 
with variations in different lines of equipment but the 
decline may prove to be much gereater—perhaps even 
twice as great—if deliveries of materials in the last 
four months of the year fall substantially below 
amounts alloted to manufacturers under the Con- 
trolled Materials Plan. 


Q. Based on CMP allocations, to what extent 
are deliveries of materials to manufacturers being 


made or in prospect for the 3rd and 4th quarters 
of 1951? 


A. As of today it is too early to give an industry 


picture. Reports received generally bring out that 
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allocations in themselves do not assure deliveries, at 
least not at the time requested, and that there is now 
a considerable and often worrisome lag. A CMP allo- 
cation is a license to seek, not a guarantee that the 
seeker will obtain. 


Q. Has the manufacture of dairy equipment 
been on the downgrade throughout this year? 


A. During the first six months of the year, although 
operating under extreme supply difficulties, most ma- 
chinery manufacturers were able, due in part to ag- 
gressive efforts on their own behalf in Washington and 
in contacts with their own suppliers, and by exhaust- 
ing inventory accumulated earlier, to maintain pro- 
duction at about 1950 levels. With the start of the 
third quarter and the institution by National Produc- 
tion Authority of a Controlled Materials Plan, ma- 
chinery manufacturers had, of necessity, 
their rate of production. 


to reduce 


Q. Just how much material was allotted to 
equipment manufacturers by NPA? 


A. Based on estimates arrived at within the in- 
dustry we believe that NPA allotted to producers of 
dairy processing equipment approximately seventy to 
eighty-five per cent of the raw materials which the 
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Jans Butter Brickle 


cawoy ict cRtawm FLAVORING 


Ice Cream Manufacturers Who Have 
Made It A Standard Flavor Say: 


“Butter Brickle IS RIGHT UP 
THERE WITH THE ‘BIG 3’ FLAVOR 
LEADERS, MONTH AFTER MONTH, 
YEAR AFTER YEAR.” 





A HEAPING MEASURE 
OF EATING PLEASURE 





Ranked Third 


“For the past several years 
BUTTER BRICKLE has been 
a regular number... and dur- 
ing February, May and October 
has ranked third in all the 
flavors manufactured by us.” 
—Potter Ice Cream Co. 
Waterloo, lowa 
L. T. Potter 


eller 


.LE* : 
por ol we have 

_-Fairmont aha, Ne: 
; egil Rector, 
G- Vice President 


Foods Company 
Om 


The statements above care from but three of the many leading ke Cream manvufac- 
turers who have made BUTTER BRICKLE a steady year around ‘Big Fourth” soles leader. 
-»+- CAN PLEASE YOUR DEALERS ...CAN SATISFY YOUR CONSUMERS 
.»+ CAN INCREASE YOUR VOLUME AND PROFITS 
That is the basis of merit on which BUTTER BRICKLE ICE CREAM has won for itself a steady volume 


and profit rating ...up with the “big three’... with manufacturers all over the nation 
their dealers .. . satisfying their consumers... increasing volume and profits! 


... pleasing 





MANY ADVERTISING HELPS FREE 
Your order will bring full information about 
FREE Newspaper Advertising Mats and Radio 
Spot Recordings to TELL AND SELL consumers 
. .. plus, FREE — beautifully-lithographed, full- 
color Store posters to push BUTTER BRICKLE at 
the Point-of-Sale throughout your sales area. 


SAVE! You'll save money by ordering BUTTER 
BRICKLE flavoring in regular 27-ib. tins... @ 
$4¢ per Ib. On orders for 4 tins (108 Ibs.) or 
more, freight will be prepaid to any point in 
the U.S. To estimate quantity of BUTTER BRICKLE 
to order, figure \; Ib. of BUTTER BRICKLE for each 
finished gallon of ice cream. 





SEE FOR YOURSELF! 


MAKE 30-GALLON TRIAL RUN ON OUR SATISFACTION-OR-MONEY-BACK OFFER. 
Why miss out on something that should go so dig for you, when we make a fest run so easy? Simply 
fill and mail the coupon below. 

*BUTTER BRICKLE is the exclusive Trade 


Mark of Fenn Bros., Ine. ® 


“MADE BY ICE CREAM MAKERS FOR ICE CREAM MAKERS" 


c----------------- 


FENN BROS., INC., SIOUX FALLS, SOUTH DAKOTA 


Please ship one 10-pound tin of FENN’S BUTTER BRICKLE Candy ice Cream 
Flavoring on money-bock guyorontee. Price 58¢ per pound, F. O. 8. Sioux 
Falls, S. D. 


FIRM 


FOR 10 LBS.— 
ADDRESS 
a best ich Bade) CITY ZONE 
ny 


(7) GALLON NOTE: ® 27 ‘8s ITER BRIC E for 53 
TRIAL RUN egvuior -pound tins o sell for ¢ per pound 


On orders for 4 tins (108 Lbs.) of more, freight will be prepaid to any 
point in the U.S 


SATISFACTION... OR MONEY BACK c-9 


! 
i 
I 
I 
STATE } 
I 
) 
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manutacturers had reported were necessary to meet 
production schedules for the third quarter. 


Q. Is it true that NPA allows dairy processing 
machinery manufacturers to acquire from their 
suppliers 100 per cent of the materials they used 
in 1950 to make repair parts for their machines? 


A. We understand that this is true, althcugh we 
know of no ofhcial announcement concerning it, but 
we do not know that the suppliers of the materials to 
the manufacturers are making deliveries with prompt- 
ness or regularity; and an authorization to use an 
MRO rating for repair parts does not necessarily as- 
sure delivery. Moreover, machinery now in operation 
must function longer, and an increased demand for 
repair parts is expected late this vear, snowballing in 
1952. 

Q. What is the 1952 outlook? 


A. Uncertain, but present conditions suggest even 
further declines in 1952, particularly in equipanent re- 
quiring the use of copper and nickel, with stainless 
steel being most critical. Growing shortages are fore- 
cast mainly because of mounting defense production. 
The shortage of nickel and copper can further affect 
dairy processing equipment very. very seriously, in 
fact. 


There no substitute for Wilbur’? 





7 


Q. Suppose I find some of my dairy process- 
ing machinery needs replacing and my equippers 
cannot give me immediate delivery. Wil I have 


to shut my plant down while government agencies 
decide what to do? 


A. Your best insurance against this is tu be tore- 
sighted, telling your supplier or equipper as much and 
as far in advance as possible—four to six months, at 
least—of your probable needs. He then can have some 
chance to fit your order into his government-ceilinged 
production schedule in time to save you loss. Should, 
however, this not be possible, and a lack of equipment 
threaten at any time the operation of your plant, 
please report this in full detail to Dairy Industries 
Supply Association, 1108 16 Streer NW, Washington 
6,D. C. DISA can not get your equipment. of course, 
but DISA can make strong representations to the Gov- 
crnment which may tend in due course to alleviate the 
basic situation. 


Q. Is processing plant expansion completely 


forbidden? 


A. No, but it must be justified, and the best chance 
for approval is to give earliest possible notification to 
U. S. Department of Agriculture, Washington 25, 


2k te 
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COATINGS 






4, WILBUR 


CHOCOLATE 





ot 


Give your Ice Cream that “Let’s have some more” taste 


WILBUR SUCHARD CHOCOLATE COMPANY, INC. «+ LITITZ, PA. 
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Every Bite 
, Lastes Right! 


> 
__ Pie NW when it’s packed 
| in Sealright’s NEW 


PLASTIC-COATED ALSERVIS NESTYLE 


@ Ice cream lovers (both young and old) can 
taste the difference! That’s why Sealright’s new 
Alservis Nestyle will increase your ice cream sales. 


THE SECRET of this new container is its 
thermo-plastic coating which reduces air cir- 
culation (and consequently SHRINKAGE) to 
an absolute minimum. Users can double pro- 
duction runs of slower moving flavors because 
they know that this protective coating will 
keep ice cream, /ooking and tasting, just as good 
as it was when originally packed. 


The Alservis Nestyle holds ice cream better 
and it looks better—its glistening, porcelain- 
like finish gives your product an outstanding 
quality appearance. And consumers like its 
smooth sidewalls—because “spooning” is so 
much easier and neater. When empty, Alservis 
Nestyle can be rinsed and re-used for storing 
leftovers. 


Ae iM ARIA Hom, BO AEP we Ney alle: Deadly Gee BS PRA I A Be 7 





Please send me more information on the 
If you pack a quality ice cream, you should new Sealright Alservis Nestyle. 
know about this wonderful new Alservis 
Nestyle. A Sealright representative will be 
glad to bring samples and explain all of its 


sales and production advantages. 


Name 





Company Name 





Address 


ealright ALSERVIS NESTYLE 


SEALRIGHT CO., #NC., FULTON, NEW YORK «© KANSAS CITY, KANSAS 
SEALRIGHT PACIFIC LTD., LOS ANGELES, CALIFORNIA 
CANADIAN SEALRIGHT CO., LTD., PETERBOROUGH, ONTARIO, CANADA 
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WORK SIMPLIFICATION 


in the ICE CREAM INDUSTRY 





/ n Various Ice Cream Plants 





Using 24 GALLON 


MORRIS 
LOCKTOP 


PAPER CANS 


MORRIS PAPER MILLS © 135 SOUTH LA SALLE ST., CHICAGO 3, ILL. 
NATIONAL FOLDING BOX €O. @ NEW HAVEN, CONNECTICUT 
Also Distributed by CHERRY-BURRELL CORP. * The CREAMERY PACKAGE MFG. CO. « Branches in Principal Cities 


MANUFACTURED 
AND DISTRIBUTED BY 
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The Hendler 


Archives 


ROBABLY the most comprehensive collection of 

ice cream antiquaria in existence is owned by L 

Manuel Hendler, President of the Hendler 
Creamery Company, Ealtimore, and Chairman of the 
National Centennial Committee. Reproduced on this 
Page are representative photographs borrowed from 
Mr. Hendler’s archives. They illustrate some of the 
early delivery vehicles employed to distribute “The 
Velvet Kind” of ice cream. 


yr 





L. MANUEL HENDLER was pictured in 1912 at the desk from 
which he supervised his firm's business. 








"MONK" PULLED the first ice cream wagon of 1905 through 


Baltimore streets delivering Hendler ice cream. 





Om YOUR WAY 
TAKE HOME A BRICK 


HENDLER CREAMERY Company's route truck in 1919 was elec- 


trically-powered, and is pictured above. 








SPECIAL DELIVERIES in 192! were made with the Hendler salt- 
and-ice tub body pictured above. 
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1924 ADVERTISING car featured the small figurine which to this 
day is associated with Hendler ice cream. 
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\ob-effe" AND = : Pat 


ICE CREAM MERCHANDISERS USE 


© 


"Reg. U. 8. Pat. Off. Ne. 2465142. Other 
Pat. and Trademark Reg. Pend 


write today for the Bob-ette Profit Story 


FOR PROFITABLE PROMOTION 
Product of United Sound & Signal Co., Inc., Columbia, Pa. 


PENNCO, Inc. | ‘Stevice 





201 North Broad Street, Philadelphia 7, Pa. 





Small Dealers 


from page 30 











Meet the Modern 
Trend to Bulk 
Package Selling 


Your biggest customer today is the house- 
wife. The Nuroll Dipper removes the only 

obstacle to big volume home serving of 
bulk ice cream. The combination sale 
of a Nuroll Dipper, half-gallon of ice 
cream and cones or any other item 

encourages home serving and sells 
continually larger quantities of 
take-home packages. 





















We help you with free promo- 
tional material. Write for com- 
plete data on a plan that 
is increasing bulk sales for 
\. thousands of retail outlets 
\ today. 


NUROLL 


88G. U.S. Pal OFF 
Domest Type - Non Mechonco! 
‘ce CREam OrPPrEee 


Nuroll is a beautiful one 
piece casting of sanitary 
metal—a real professional 
type dipper that anyone 
can use with ease and 
speed. Write for prices 


THE ZEROLL COMPANY 


2410 Robinwood Ave. Toledo 10, Ohio 
Zeroll—Nuroli—Bulkroll Ice Cream Dippers 
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solution to the bulk ice cream situation as it pertains 
to the small dealer. 

For the past four years we have been supplying 
syrup and crushed fruit dispensers in considerable 
quantities to ice cream manufacturers for use in small 
stores. While many of these were shipped into rural 
territories, a considerable percentage was installed in 
metropolitan centers. During our recent survey we 
checked some of the stops where units had been in- 
stalled in 1949 and 1950. These showed an ex- 
ceptionally fine increase in the sale of bulk ice cream. 
We noted that when the ice cream companies’ mer- 
chandising departments worked with these small deal- 
ers their card records almost invariably indicated 
increased sales over the previous year. The enthusiastic 
attitude of the owners could only be due to the fact 
that, by being in a position to sell sundaes, malted 
milks and freezes, their profits had increased to the 
point where they were willing to devote more time to 
the sale of ice cream. We have found in some cases 
that extra attention to this department had even in- 
creased the sale of packaged ice cream and novelties. 
The effect was cumulative. 

While most of the syrup and crushed fruit dis- 
pensers were sold by the ice cream companies to their 
dealers with a small down-payment and the balance 
on a quartage or gallon surcharge basis, there have 
been some instances where they have been furnished 
to the dealer on a loan basis. 

We have discussed this type of merchandising with 
several of the companies’ executives recently, and since 
records have proven that bulk ice cream business can 
be increased by the use of these dispensers, they have 
decided that this method is far cheaper than acquiring 
new accounts. A new account requires an ice cream 
cabinet and all that goes with it. All of this expense 
is borne by the ice cream company, and it is always a 
gamble as to whether they will be successful and how 
long they will be in business. Is it not much sounder 
merchandising to enhance the value of your present 
stops? 

Profits, once they are assured, are the total answer 
to making the corner store, the local gas station and 
the independent neighborhood type of outlet aggres- 
sive ice cream merchandisers. I have naturally watched 
carefully the economics of what happens when a “dry- 
stop” selling bulk ice cream by the quart suddenly 
finds it possible to convert a percentage of his nickel 
dips into twenty-cent milk shakes, sundaes, freezes and 
other appetizing drinks. 

A surprising number of these outlets tell us that, 
for the first time, they consider their ice cream sales 
_as worthwhile, profitable business and not just a con- 
venience for customers. 
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The moral is plain. Make it possible for your dealer 
to sell your product profitably. Educate him on its 
money making potential. He'll do more business. So 
will you. 

By working witn your dealers and seeing that they 
have equipment to help them sell sundaes and milk 
drinks, you have no additional expense. The dealer 
pays for the equipment in most cases. Because of the 
small outlay of money, you not only help the dealer 
stay in business, but because of increased profits help 
both him and yourself increase business. 

We believe that there is a place in the merchandising 
field for all types of equipment. We do not believe 
that the fruit and syrup dispenser will take the place 
of the soda fountain. But in many cases, it has been 
the stepping stone to corner store installations. 

At the present time, at least two outstanding Phila- 
delphia companies are working intelligently with their 
dry-stops. Abbotts Dairies, under A. H. Miller’s 
direction, and Philadelphia Dairies, under James 
Meehan’s supervision, are encouraging their dry out- TO MAKE 
lets to continue the sale of bulk ice cream. They are 
showing dealers that they can bolster their profits by 


using the dispensers. BETTER 


Before these campaigns were launched it was de- 


cided to offer dealers a merchandising plan which QUALITY 


included: 


1 “Bob-ette’”” syrup and crushed fruit ICE CREAM 


dispenser 
All stainless steel one-ounce ladles 
Malted milk mixer 
Running water disherwell 
Six-ounce paper walk-a-way sundae 
cups 
Sixteen-ounce paper malted milk serv- 4 > 7 
ing cups HAA MAYA 
Six-ounce paper sundae serving dishes CORN SYRUP 
6 Stainless steel drink cup holders 
6 Stainless steel sundae dish holders WORKS WONDERS IN YOUR 
A special price was given the dealer for this entire GS CREAR eee 
package and the plan was presented to him by the 
Sales Merchandising Department and was delivered 


for a very small down-payment with the balance on a : ’ 
1] . insures balanced sweetness! 
gallonage surcharge. 


' 
The deal was planned with the cooperation of the ' brings out the delicate ry cream flavor! 
Dixie Cup Company and the Lily-Tulip Cup Corpora- . . gives smoother texture. 


tion. The results have been truly amazing and have . . insures heavier, chewier body! 
proven that the average owners of these small stores 


are receptive to sound methods that will increase their Sweetose Is Staley s enzyme-converted sweetener, three 
times as fluid as ordinary corn syrup. 
profits. 


Many of the dealers at first thought that they would 
have to have a large cabinet to accommodate the 
dispenser; however, it was shown that there no loss of 
space by the installation and the ice cream could be 
served out of the sleeve in which the unit sets without 
trouble. The only reason for exchanging cabinets CORN SYRUP 


turned out to be the need for more capacity due to A. E. STALEY MFG. CO., DECATUR, ILLINOIS 
increased sales. In Canada write to: 6876 Sherbrooke St, W., Montreal, Quebec 
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Mealthy Outlets 








individual paper cup which can afterwards be thrown 
away. The difficulty of gathering serving dishes from 
patients’ rooms after such special uses is thus elimi- 
nated. And the use of disposable paper cups (wherever 
possible) cuts down the sizable economic loss to the 
hospital of broken glasses and china. 

Of thirty-six general hospitals studied, nineteen were 
serving ice cream on paper to special diet patients, six- 
teen were using paper utensils in ice cream service to- 
ward patients, and twelve served ice cream in paper 
containers to private patients. Ten institutions had 
all three categories of patients on paper ice cream 
service. 

Quick distribution of meals is another great head- 
ache in hospital management. Even the system of 
floor kitchens in which food is sent to the floors for 
serving, does not entirely eliminate the problem of 
keeping hot food hot and cold food cold. On the list 
of foods which are most difficult to serve properly is 
ice cream. It is very difficult to get ice cream to the 
patient before it starts melting. 

One system used in some hospitals employs a special 
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food conveyor which moves into the ward or room, and 
trom which hot or cold foods are served directly onto 
trays. This is a cumbersome method, however, in- 
volving the hauling of much equipment and involving 
a wide time spread between the first and last patient 
served. 

Otherwise, food is served on trays in the central 
kitchen or in the pantry kitchen. Where the latter 
method is used, ice cream can often be handled ad- 
vantageously in the half-pint, pint and quart lidded 
paper containers. These amounts are sent to the floor 
where they can be stored in the pantry refrigerators, 
then dished up as needed. 


For Tonsil Patients 


Ice cream is a traditional post-operative food for the 
tonsil patient, and may be served several times during a 
day other than at meal-times. These patients are usual- 
ly children who are in wards or semi-private rooms. 
Service to them is in the nature of a special order and 
in some institutions not using paper for ice cream in 
any other way, individual paper cups of ice cream are 
served to the children. In addition, to facilitate the 
special handling for the tonsil patient, just as in the 
case of special orders, the use of paper has the safety 
advantage of a non-breakable utensil for the young- 
sters. 


In the hospitality centers too, which are now found 
in many hospitals, paper is a welcome adjunct. Here 
much service of drinks and foods may be in paper cups, 
paper plates, ice cream and sundae dishes, just as in 
other soda fountains or in a drug store. Space limita- 
tions, scrupulous sanitary standards on which hospitals 
pride themselves and narrow budgets for non-profes- 
sional workers such as dishwashers or soda-fountain 
employees, are all factors making single-service, dis- 
posable utensils the practical answer for food and 
drink service. 

These centers often do a brisk take-out business. 
Orderlies carry ice cream to patients, visitors stop and 
buy a serving for sick relatives, nurses may take some 
to other nurses on duty. Lidded paper containers are 
usually provided for this service. 

In the thirty-six hospitals covered in the study, seven- 
teen reported having hospitality centers which were 
serving in paper. 

Many of the big institutions serve doctors and nurses 
in cafeterias. Cafeterias for ambulatory patients arc 
also found in hospitals handling large numbers of con- 
valescent cases. Ice cream supplied in these operations 
is often served in individual paper cups for these rea- 
sons: individual service is faster (the container is taken 
by the customer as he passes down the line), it main- 
tains portion control, it eliminates losses from scooping 
and there are few dishes to wash afterwards. 
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a littte PLAIN talk 
— 


about some 


eatin’! 





Round this time of the year 
thoughts turn to hearty Egg 
Nog for holiday business. Vir- 
ginia Dare recommends RUM 
+3, a fortified Rum Concen- 
trate that’s tried, tested and 
tops with Ice Cream men 
across the country. We choose 
to put the punch into the 
product . . . to sell you Flavor 
that provides you with the 
best Egg Nog anywhere ... 
the promotion is up to you, 
but with Virginia Dare Egg 
Nog you've got something to 
promote! We recommend 16 
ozs. of our RUM #3 toa 5 
gallon Mix of French Mix 
‘egg already added). Don't 
take our word for it . . . look 
at the sales records of any Ice 
Cream man who's used Vir- 
ginia Dare Egg Nog .. . even 
better send for a sample and 
get set for a sound selling 
season. 


TRGIN CO., Inc. 


Bush Terminal Building No. 10 
Brooklyn 32, New York 
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The Reader Asks: 





By DR. C. D. DAHLE 


Technical Editor, Ice Cream Field 


Vix for High Overrun? 
< 
We are rather new in the ice cream mix business. How- 
ever, the accounts we have started and the prospects in this 
territory are very encouraging. 
We have run up against this difficulty with the operator 
who is filling pint packages direct from his 2! 


machine and getting a high overrun (1207). 


gallon 


Our mix under these conditions does not match that of 
our competition. With our mix it is difficult to get an over- 
run this high and the ice cream produced melts too fast, so 
that the last packages have no body when filled, or are 
excessively light. 

We have available sweet cream, sweet skimmilk, sweet 
condensed milk, extra grade spray non-fat solids and sweet 
butter 

We tor 20 minutes and homogenize 
through single stage machine at 25004 pressure. 

Our mix formula is as follows: 12°) butterfat, 10.5% 
serum solids, 14.5 stabilizer and 0.1% salt. 
We have a late model Mojonnier Tester to determine and 


control the composition of all raw materials and finished mix. 


pasteurize at 150 


sugar, .25°; 


‘ dA nisre a 


An ice cream with 
stand up too well. 
too. 


120% overrun is not one that would 
I can understand why it should melt faster, 
The last packages you say have no body when filled 
and are excessively light. Ordinarily the last packages would 
contain more overrun. 

Your mix formula is thoroughly satisfactory except that I 
believe I would step up the serum solids content to at least 
lie or even 11.5% since you are taking so much overrun. 
I would also step up the stabilizer content somewhat also as 
you are only using 0.25‘. 

If you desire to get your overrun more quickly, it will be 
well to use an emulsifying agent in your ice cream. There 
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are a large number of these on the market but the company 
supplying you with your stabilizer could also supply you with 
a stabilizer containing an emulsifier. This I would check into 
at an early date. 


If you purchase a stabilizer with emulsifier present you will 
get a drier ice cream and one which will whip a great deal 
faster and one which will enable you to get more air or 
overrun in it. 

It is never possible to get a uniform product when filling 
your pints directly from the freezer. A small packaging ma- 
chine would be in order as this would enable your packages 
all to have the same amount of overrun. 


Recipe Booklet 7 


Will you kindly send me recipes for the making of a 


high grade ice cream on a commercial scale? 
I would also like to have a list of your publications, with 


cost of each where there is a charge. 


Answer 


Under separate cover I am sending at this time a bulletin 
which is designed to instruct one in the manufacture of 
commercial ice cream. This booklet deals mainly with the 
12% commercial ice cream mix which should be quite satis- 
factory for most uses. There is no charge for this publica- 
tion. 

If you wish to have me calculate a mix for you and give 
me the composition desired as well as the materials available, 


I shall be very glad to do so. 


Mix Trouble? 


We are having extreme trouble with our mix. It is much 
too thick, sometimes like custard. We are using the follow- 
ing products for a 1000 pound batch. 120 pounds of sugar, 
30 pounds of corn syrup solids, 3 pounds of stabilizer, 5 
pounds of AA Certified (contains principally dried. egg 
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yolk), 12°) butterfat, sweet cream, or sweet butter, whole 
milk, and 11% Mix is pasteurized to 
160 degrees, held for 30 minutes, cooled to 140 degrees and 
homogenized. 500 pounds first 
stage, 2000, second stage. Gauge showing a total of 2500 
pounds 


serum solids-not-fat. 


Homogenizing pressure 


The thickness of our mix has not hindered the quality 
of our finished product, but gives us trouble in straining 
prior to freezing with a dual dash, 10-gallon batch freezer. 
We are putting out an outstanding quality of ice cream, and 
hesitate making any changes in the formula for fear of 
losing quality of finished product. 


ANS eer 


I believe you have a good mix from the standpoint of com- 
position and your processing is satisfactory up to the point 
of homogenization. In your letter you state that you homo- 
genize with 500% on the first stage and 2,000 on the 
second stage. You have these pressures reversed. The mix 
should go through the first valve at about 2,000% pressure 
and then through the second one at around 5002 pressure. 
The 2,0002 on the first valve would break down the fat 
globules and the 500% on the second would break up any 
clumps that may form from the first valve. 

When you homogenize at 500% at the first valve, you are 
not doing much good but when the mix goes through the 
second valve at 2,0002 then you are breaking the fat globules 
down into very small ones and at the same time you may 
cause some fat clumping which would tend to be responsible 
for some of the high viscosities you are having. 

Reverse the pressures putting 2,0002 on the first gauge, 
500 on the second, making a total of 2500 pounds. If 
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this does not reduce your viscosity, then I am going to 
suggest another step. 

I don’t know why you cool from 160 down to 140 be- 
fore homogenization. We always homogenize at 160°. If 
you homogenize at 140 you are bound to get a little more 
viscosity. 

My suggestion now is to pasteurize at 160 and homogenize 
at that temperature and run the mix through the homogenizer 
as I mentioned above. I am sure you will be able to get 
rid of your high viscosity. 


Use of Magnesium Oxide? 


We are interested in the use of U.S.P. magnesium oxide 
for the manufacture of ice cream. Are there any publications 
on this subject or any other sources of information that 
you might know of? 


Answer 


Magnesium oxide has been used more or less in connection 
with the dairy industry as an acid standardizer. It has met 
with a certain amount of success in standardizing the acidity 
of ice cream mixes. 

I am sending under separate cover a reprint of some work 
done on the standardization of acidity of ice cream mixes 
containing different stabilizers. You will find quite a discus- 
sion in this publication on the use of magnesium oxide. 


Substitute for Glycerine? 


It is my impression that there is a substitute for glycerine 
in the manufacture of diabetic ice cream. The name and 
source of supply of this product, however, is not at hand 
and I would appreciate it greatly if you could supply this 
information and any advice pertinent to its use. 

I have recently noted some advertisements offering diabetic 
ice cream for sale and am wondering if there have been 
any recent removals of restrictions in the use of saccharine 
as a sweetener or approved substitutes developed. 


Answer 


There are certain products now used to substitute sugars 
and to substitute certain sweeteners in diabetic ice cream. 
You realize, of course, that saccharine cannot be used in 
Pennsylvania; therefore, something must be used to increase 
the sweetness. We have been working with a new product 
known as Sucaryl and also with Sorbitol and Mannitol. 

We have been able to make a fairly successful ice cream 
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using these products along with some glycerine which tends 
to give you a better freezing product. Glycerine is used 
mainly to lower the freezing point. 


A formula which we have worked out would be as follows: 
14% butterfat, 9% milk solids-not-fat most of which should 
come from such products as low lactose powder, 15% Sorbitol, 
and about 0.11% of a new product called Sucaryl. This 
latter product has not been approved for Pennsylvania either. 


Impro ving Custard Formula? 


The formula we are now using for custard mix 
lons is 


| oz. gelatin 
1’, lb. cane sugar 
lb. corn sugar 
packages non-fat dry milk solids 
cans evaporated milk 
4 lb. powdered egg yolk 
1 tsp. sale 


2 
2 
l 


I am trying to get a full milk powder in order to give 
a higher fat content without the intruding taste of 
evaporated milk which many people detect and do not like. 


If you have any suggestions as to improvement of this 
mix and a formula for ice cream, I should be glad to try 


it out. Would you please base any suggestions on 2), 


gallon quantities because this is the size of our cans and 
as much as we are prepared to mix at one time. 


Answer 


I note that you wish to make custard mix and desire to 
have new formulas. My suggestion is that you try to purchase 
some 18 to 20°% homogenized cream in your area from one 
of the dairies located there. Use this as your source of fat 
and then use the dry skimmilk or on-fat dry milk solids as 
you are presently using, and the rest of the materials as you 
have on hand or as I am suggesting. 


It may not be possible for you to get homogenized cream. 
You can purchase, however, powdered cream from certain 
companies. 

Below you will find two formulas, one in which 18% 
homogenized cream is suggested and the other in which 
powdered cream is suggested. 


18% Homo. Cream 12.754 

Dry Skimmilk 1.42 

Corn Sugar 2.62% 

Cane Sugar 0.82 or 12.75 oz. 
Egg Yolk 0.23% or 4. ez. 
Gelatin 1.25 oz. 

Water 5.02 


Powdered Cream 2.5 

Dry Skimmilk LO 

Corn Sugar 2.62 

Cane Sugar 0.8 or 12.75 oz. 
Egg Yolk 0.232% or 4. oz. 
Gelatin 1.25 oz. 

Water 15.0 Ibs. 


Both of these formulas will make around 23 Ibs. of mix 
which would be equal to about 2'2 gallons of mix. 

These mixes should be pasteurized, of course, in order to 
get all of the materials properly dissolved. I would mix the 
egg yolk and the gelatin with a certain amout of sugar and 
this will help dissolve these products before heating. Add 
these while you are heating up the mix and before the 
temperature reaches about 120. You will have no difficulty 
dissolving the egg yolk and gelatin with sugar. Heat the 
entire mix to 145 and hold for 30 minutes or heat to 
160° and then cool after holding a few seconds. 
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Van-Sal Vanilla is always in 

“good taste" because it's naturally good. 
And it pleases everybody . . . a pleasure to order, 
to use, to sell. Ice cream manufacturers 

the nation over have demonstrated through 
the years that Van-Sal Vanilla does 

more for them . . . MORE in deep rich flavor 
. .- LESS in flavor costs per finished gallon 

of ice cream. Why not take 

advantage of this double- 

profit feature and order 

Van-Sal Vanilla now. 


Cost 
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PY. HE annual convention of the National Association of 

Retail Ice Cream Manufacturers will be held at the 
Hotel Netherlands-Plaza, Cincinnati, Ohio, from October 30 
to November 1. 

Ample accommodations have been provided for at the 
Netherlands-Plaza and at the Terrace Plaza Hotels, so that 
anyone who is interested in the beter manufacturing and 
selling of ice cream and other frozen dairy products may 
attend this convention. 

Provision in the program has been made for all depart- 
ments of the retail ice cream manufacturer’s business; the 
executive and administrative; production and plant; and mer- 
chandising in the stores. 

The goal of the planning committee is that each member 
of the association shall have an opportunity to submit his 
most important problem to the committee in advance of the 
convention, and that these problems shall be discussed in 
the convention sessions, and a record of the conclusions or 
recommendations arrived at be furnished in. writing to all 
the members after the convention is over. 

In addition to the problem discussions, three outstanding 
speakers have been invited to present more general view- 
points of business and general affairs. M. L. Finneburgh of 
the Liquid Carbonic Corporation, Chicago, will be luncheon 
speaker on the opening day of the convention. F. K. Doscher 
of the Lily-Tulip Cup Corporation, will be guest speaker on 
the second day of the convention. Both Mr. Finneburgh and 
Mr. Doscher will speak on topics directly related to the 
industry. On the closing day of the convention, Charles P. 
Taft, eminent lawyer of Cincinnati and brother of Senator 
Robert A. Taft and son of former United States President 
William Howard Taft, will be the guest speaker. 

A new feature of the convention program this year will 
be the Soda Fountain Operating Clinic to be staged on the 
closing afternoon, Thursday, November Ist. This clinic will 
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NARICM Lists Speakers 


For Fall Convention 


be designed as a special training course for the store em- 
ployees charged with the responsibility of fountain operation, 
but will be open to all delegates to the convention. An actual 
soda fountain with fountain operating conditions will be used 
in this clinic. The clinic will be under the direction of Ross 
J. Winning of the G. P. Gundlach Company, Cincinnati. 
This company has had long experience in promoting sales 
clinics. 

Another new feature this year will be the presentation of 
a cup to the member of the association who submits the 
“most outstanding business operating idea.” This cup is to 
be presented by Howard Grant, Publisher of Ice Cream 
Fietp. The member winning the cup will retain it for a 
year. Another member may win it the following year. When 
any member of the association has won the cup for three 
years, successively or otherwise, it will then be his permanent 
possession. (See the story on Page 57.) 


The tried and tested features of previous annual conven- 
tions will be repeated. Among these will be the Ice Cream 
Judging and Sampling Clinic. Members will be invited to 
submit samples of their standard products in advance of the 
convention for judging. On the first afternoon of the con- 
vention the samples submitted will be displayed for sampling 
by convention delegates. The scores of the respective samples 
will be posted alongside the samples. The identities of the 
companies submitting the samples will not be disclosed. 


A special social feature of the convention will be a dinner 
at the famous Gourmet restaurant in the Terrace Plaza 
Hotel for members who have secured new members for the 
Association during the year. Convention luncheons will be 
held October 30 and November 1. The Ice Cream Breakfast, 
will be held on Tuesday morning, October 30. The annual 
banquet will be held Tuesday night, October 30. It is 


planned to bring the convention to a close on Thursday, 
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November 1, at 5 P.M. so that those who do not wish to 
spend a third night in Cincinnati may get started home. 

Another new feature of the convention this year will be 
the Associate Member Party for ‘active members to be held 
on Tuesday night, October 30. All of the associate member 
companies are collaborating in providing this party, on an 
equal basis. A special program particularly planned to intro- 
duce the new members of the association and to get the active 
and associate member company representatives better ac- 
quainted will be held. This party and entertainment are 
being planned by an associate member: committee, with 
George V. Flaherty of Lily-Tulip Cup Corporation, New 
York, serving as Chairman. 

Harry B. Burt, President of the association, will serve as 
Honorary Chairman of the convention, and Mrs. Burt as 
Official Hostess. Dr. C. W. England, of C. Y. Stephens 
Dairy & Poultry Industries, Washington, D. C. will be con- 
vention Chairman, with special counseling by William E. 
Clegg, 3rd Vice President of the association. Mr. Clegg is 
with Silverwood Dairies, Ltd. London, Ontario. Harold F. 
Pierce, of Pierce Associates, London, Ontario, is working 
with Mr. Clegg. Assisting Dr. England with major responsi- 
bilities will be Mr. Winning and Glenn T. Hoffman, on 
Production. Mr. Hoffman is with High’s Dairy Products 
Company, Washington, D. C. Frank Maharg, Jr. of Ma- 
harg’s, Dayton, Ohio, will be Chairman of the Merchandis- 
ing Sessions. Carl H. Lindner of United Dairy Farmers, 
Washington, D. C., will be in charge of the Convention Ex- 
hibits which will be made up of operating materials used in 
the businesses of the active members. The exhibit will be 
on display for the entire convention period. Milton Stulbarg, 
owner of Lindner Ice Cream Company, Cincinnati, is Chair- 


man of the Committee on Local Arrangements. This com- | 
mittee will have the responsibility of seeing that all delegates | 
to the conventioin are properly housed, introduced, have all 
necessary materials for efhcient participation in the conven- 
tion and, above all, have a good time while in Cincinnati. 


There will be a special demonstration of the making of 
fancy ice creams under the direction of Ted Gottwein, of 
Milwaukee, Wisconsin, and some surprise activities all dur- 
ing the convention program emphasizing the “1951 Ice 
Cream Centennial.” 

The Professors who will handle the ice cream judging and 
sampling, as well as serving as specialists in the sessions of 
the Production group will be Dr. Ira A. Gould, Ohio State 
University, Columbus, Ohio; Dr. W. H. E. Reid, University 
of Missouri, Columbia, Missouri; and Dr. H. P. Olson, 
Oklahoma A. & M. College, Stillwater, Oklahoma. 

Business administration of the convention will be made up 
of a staff consisting of E. Gale Franklin, Secretary-Treas- 
urer; E. M. Warder, Executive Secretary, Elsie M. Hart, 
Office Manager, and John I. Reynolds, of Franklin Ice 
Cream Company of Monroe, Michigan, as a special volun- 
teer assistant to the Executive Secretary. 


Brannan To Address [AILM 


With its 1951 convention scarcely more than a month 
away, the International Association of Ice Cream Manu- 


facturers is lining up prominent speakers and formulating 
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plans to make the forty-seventh annual meeting the most 
comprehensive in its history. 

Detroit’s Hotel Book-Cadillac will be the scene of the 
Dates are October 22 to 24, the same week as 
the convention of the Milk Industry Foundation. A joint 
session will be held October 24 and several speakers, includ- 
ing Secretary of Agriculture Charles F. Brannan; Chester 
R. Schoby, President of the American Dairy Association; 
and Colonel H. A. Houlmin, Jr., attorney have accepted 
invitations to serve as guest speakers. 

Special sight-seeing tours have been planned for ladies 
attending the convention, including a trip to Greenfield 


Village and the Museum of the Edison Institute on October 
3 


conclave. 


New Yorkers To Hear Miller 


New York State ice cream manufacturers will meet at 
Whiteface Inn, Whiteface, New York, on Monday, Septem- 
ber 17, to open their three-day annual convention, it has 
been announced by Raymond A. Perry, President. 

Current ice cream industry problems will be among the 


important topics 


slated for discussion at the forty-fourth 


yearly gathering of the ice cream makers. The sessions will 
include talks by industry spokesmen on sales, personnel, de- 
livery, and other aspects of the ice cream business. The final 
session will be highlighted with a talk by Paul Miller, news- 
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paper executive who has recently returned from a tour of 
Mr. Miller, Vice President of the Gannett News- 
papers, and Editor and Publisher ot the Rochester Times- 


LJnion, will relate his observations on current conditions in 


turope 


i urope 

Other speakers and their topics include: Millard Owens, 
Cabinet Operations Supervisor, General Ice Cream Corpora- 
tion, on “Buying and Servicing Cabinets”; Michael Bach- 
man, General Sales Manager, Blue Ribbon Ice Cream Com- 
pany, on “The Birth of a Salesman”; T. J. Mahoney, At- 
torney, The Borden Company, on “Savings in Unemploy- 
ment Insurance Taxes”; Richard Nugent, Vice President and 
Treasurer, General Ice Cream Corporation, on “Delivery”; 
Leo F. Smith, Director of Counselling Service, Rochester In- 
stitute of Technology, on “Personnel Selection,” and F. K. 
Doscher, Vice President in Charge of Sales, Lily-Tulip Cup 
Corporation, on “Converting Sales Into Profits.” During the 
second session, Kenneth Reinhard, Sales Manager, Long 
Island Plant, Breyer Ice Cream Company, will lead a clinic 
on sales and merchandising 

A meeting of the Empire Flyers, supply group, will be 


held in conjunction with the ice cream convention 


Penn State Plans Courses 


[wo short courses in ice cream making will be given by 
the Dairy Department of Pennsylvania State College this 


coming winter. One iS designed tor ice cream supply and 
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equipment men and will be of one week’s duration, from 
December 10 to December 15, 1951. 

The second course will be held January 14 to 25, 1952 for 
plant men. The two courses are given because of the de- 
mand during the past few years. If the demand does not 
warrant the two courses, they will be combined in the two 
weeks course. The two weeks course is limited to sixty 
persons. 

Topics covered in the supply men’s course will include 
composition of ice cream, ingredients used, standardization 
of acidity, calculation, processing, flavoring, freezing, over- 
run, and hardening of ice cream, ices, and sherbets. A cer- 
tain amount of testing will also be included. 

Subjects covered in the two weeks course for plant men 
tollow: composition of ice cream; ingredients used in ice 
cream—sugars, sugar alternates, testing ice 
(Mojonnier and Modified Babcock); calculation of 
restandardization of off-batches; stand- 


ardizing acidity; manufacture of sherbets and ices using vari- 


etc.; cream 
mixes; 


processing mixes, 


ous sugars, stabilizers, etc.; use of stabilizers for ice cream, 
sherbets, and ices; freezing of mixes, sherbets and ices (batch 
and continuous freezers); defects in ice cream, sherbets, and 
and cream; 
‘lavors used in frozen desserts, scoring of ice cream; ingredi- 


ices; cocoa, chocolate, chocolate flavored ice 


ents used in ice cream; washing compounds used; making 
mixes in vacuum pan; and making soft ice cream. 


160) Attend New York Outing 


New York ice cream manufacturers demonstrated their 
superiority over supply men in baseball at the August 14 
outing sponsored by the Ice Cream Supply Men’s Club of 
Metropolitan New York. The outing was held at the 
Plandome Country Club, Plandome, Long Island, and was 
attended by 160 persons. 

Glen Marlatt of Foremost Dairies, Brookyln, captained 
the winning team. The game was a twelve-inning affair, and 
the score was 7-6. 

Low gross score winner in golf among the ice cream manu- 
tacturers was Harry Bodner of Mello-Made Ice Cream Com- 
pany, Paterson, New Jersey. Other winners were John 
Newman, Blue Ribbon Ice Cream Company, Brooklyn, low 
net; Vernon Lashbrook, Consolidated Dairy Products Com- 
pany, Long Island, second low net; and Fred McDonald, 
Country Club Ice Cream Company, Paterson, New Jersey, 
third low net. , 

J. Ritchie of New York won the low gross title in the 
Robert G. Kenny, New York, and 
George Dodson of Continental Can Company, New York, 
tied for first low net. Nic L. Heffron, Pure Carbonic Corpo- 
ration, New York, won the “closest to the pin” prize. 

George Smith of Smith Bros., New York, and Mel Cole 
of Savage Arms Corporation comprised the winning horse- 
shoe pitching team. Jay Sandler of Ice Cream Fievp took 
first place in the dart-throwing contest. Other winners in 
this competition were Al Smith of Dixie Cup Company and 
Julius Mandel of Adverturer’s Inn Ice Cream, Yonkers, 
New York. 

Tribute was paid to two veteran ice cream men, Louis S. 
Marchiony and Harry Scheff, both of whom died last month. 


suppliers’ category. 


Ice Cream Fietp, September 1951 








160 PERSONS attended the New York Sup- 
ply Men's Club outing on August 14. Pic- 
tured there by the ICE CREAM FIELD man 
were (left to right): 

1ST ROW: Vic Poli and Glenn Marlatt of 
Foremost !ce Cream with Bill Rabin of Em- 
pire Biscuits; Charles Fricke and Cliff Jack- 
son of Polak & Schwarz; Bob Davison of Kel- 
co: Mort Ackerman of Schaefer, Dick Miller 
of Louis Sherry and Howard Grant of ICE 
CREAM FIELD. 

2ND ROW: Morris Lindauer of Blue Ribbon 
lce Cream and Low Tolins; Joseph Surry of 
Alpha Aromatics, Herman Dube of White- 
lawn Dairy and Milton Ainbinder of Alpha; 
Sam Price of Chill-Ripe Fruit Products; Har- 
ry Hyman of American Food Labs with Marv 


Brooks of Meadow Gold Ice Cream. Mort 
Weixelbaum of Virginia Dare Extracts. 


3RD ROW: Sumner Bates of Nestles Choco- 
late: Al Lindauer, Mike Bachman, John New- 
man and Bert Lindauer, all of Blue Ribbon 
Ice Cream; Arthur Ensler of Joe Lowe Corp.; 
Bill Stevenson of Oval Wood Dish, Bob Fer- 
ran of Lily-Tulip, John Nolan of Newly Weds 
and Matt Doyle of Bloomer. 


4TH ROW: Ira Parnes of Refined Syrups and 
Sugars with John Goldhamer of Frigidaire; 
Morris Fuchs of Fuchs & Co., with Eugene 
Teal of Hooton Chocolate: Harold Butter- 
fass, Bill Hollrock, Ev Freud and Gene El- 
kan, all of Sealright; Lester Smith of Smith 
Brothers Ice Cream. 


STH ROW: Max Hoffman, Herbert Roga, 
Eric Webster and Eric G. Webster of East- 
ern Dairy Equipment; Bud Ryan of Dole: 
George Tressider of Brown's Frosted Foods, 
Inc. and Al Bogart of American Food Lab- 
oratories, Ben Newmark of Dairy Specialty 
Supply and Jim Quinn of Foremost. 


6TH ROW: Jack Nair end Lou Edwards of 
Lipton's, Tom Shea of American-Maize Prod- 
ucts and Percy Storr of Food Materials 
Corp.; Al Smith of Dixie Cup, Mel Cole of 
Savage Arms and Phil Burre of Folding Car- 
tons of New Jersey, Inc.; Roy Hagelin, Phil 
Youngstein of Martha Washington Ice 
Cream and Bob Kenny of Wilbur-Suchard 
Chocolate. 
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Plea Made For “Understanding” 


M. G 


men of the Public Relations Committee of Dairy Industries 


Van Buskirk and Francisco de la Fuente, co-chair- 


Society, International, have addressed the following remarks 
“to all dairymen and all persons in or serving or friendly to 
the dairy industries.” 

“In a world torn with confusion, uncertainty, strife and 
heartache, any effort which leads to better understanding 
should have the earnest backing of all those who are in any 
way interested in creating better conditions. Men of good 
will are the hope of this, as they have been of every other, 
trying age. 

"Understanding, which is the out-growth of friendship, is 
It is the lodestar which 
points the way to hope for a better future. It is the bulwark 


needed in our day as never before. 


of defense behind which we may stand when uncertainty 
increases. It is a light springing out of darkness when all 
seems lost. 

"It is this sort of understanding and friendship which 
Dairy Industries Society, International is seeking to develop 
and to carry forward to full fruition. Few programs offer 
offer 
greater possibilities for tangible, worthwhile, lasting results. 


greater opportunity for unselfish cooperation. Few 
Few offer so much for so little expediture of time and at- 
tention. 

“These facts prompt the Committee of Public Relations of 


DISI to invite the counsel, advice and full-rounded assistance 
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of dairymen everywhere. There are so many ways in which 
each of us can help—correspondence, contact, talks, mem- 
berships—that they need not be enumerated here. DISI 
will welcome the cooperation of the entire dairy industry. 
Communicate with either of us, please, as Co-Chairmen of 
the Committee—or with DISI headquarters, 1108 16th 
Street NW, Washington 6, D. C., U. S. A. Thanks 


sincerely.” 


Ur. Trout Un “Merchandising” 


The West Virginia Dairy Products Association held its 
7 at White Sulphur 
Springs, West Virginia. Featured speaker for the convention 
was Dr. G. M. Trout, Professor of Dairy Husbandry, Michi- 
State College, East Lansing. Dr. Trout spoke on “Homoge- 
nization of Milk” and “Merchandising Ice Cream.” Dr. 
Trout stated that we have only begun to merchandise ice 
cream and there is a potential market for ice cream that is 


still to be developed. 


annual convention from August 5 to 


J. W. Farley, Eastern Division Manager of Cherry-Burrell 
Corporation, spoke to the group on “Availability and Eco- 
nomics of Dairy Equipment.” Other speakers were Dr. 
H. O. Henderson, Head, Dairy Department, West Virginia 
University; Harvey Gidley of the West Virginia Strate 
Health Department, and West Virginia Commissioner of 


_ Agriculture J. B. McLaughlin. 


The newly-elected officers for 1951-52 are: President, A. L. 


| Bruyneal, Home Dairy, Fairmont, West Virginia; Vice 


President, E. E. Bowyer, Mount Vernon Dairy, Charleston, 
West Virginia; Secretary, S. J. Weese, West Virginia Uni- 
versity, Morgantown, West Virginia; and Treasurer, Hugh 
Gall, Greenbrier Dairy Products Co., Lewisburg, West Vir- 
ginia. 


The 1952 convention also will be held at White Sulphur 
Springs, from August 3 to 5. 


Quality Chekd Holds Seminars 


Quality Chekd’s annual series of “Merchandising Semi- 
nars” is scheduled to be held in ten key cities throughout the 
country from September 4 to October 2, according to Harlie 
F. Zimmerman, association managing director. 

Discussions will center on marketing and promotion tech- 
niques for ice cream, milk and other dairy products. High- 
light of the regional seminars will be the presentation of 
the complete Quality Chekd Ice Cream program for 1952. 
The 1952 milk and other dairy products program will be 
unveiled at a special meeting in Chicago on September 26. 

Cities where the Quality Chekd “Merchandising Semi- 
nars” are scheduled to be held are Waterloo, Iowa; Min- 
neapolis, Minnesota; Oshkosh, Wisconsin; Lansing, Michi- 
gan; Cincinnati, Ohio; Cleveland, Ohio; Albany, New York; 
Oklahoma City, Oklahoma; Chicago, Illinois and Birming- 


ham, Alabama. 
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Pittshurgh Mixers Plan Frolic 


On October 4 the Pittsburgh Dairy Mixers will hold their 
annual (invitation) Fall Frolic at the South Hills Country 
Club, Route 51 and Brownsville Road, Pittsburgh. Sports, 
including golf, games, banquet, and professional entertain- 
ment will be highlights of the outing. “Buck” Rogers of the 
Keystone Cone Company, is Chairman of the Planning Com- 
mittee. 


Minnesota Institute Planned 


The first day of the University of Minnesota’s forthcom- 
ing Dairy Products Institute will be devoted to butter and 
The Institute will 
convene from September 19 to 21 at the University Farm in 
St. Paul. This will be the fourth annual program under the 


sponsorship of the school’s Department of Agriculture. 


ice cream, it was announced recently. 


Louisiana Conclave In January 


The 1952 convention of the Louisiana Dairy Products As- 
sociation will be held at the Hotel Jung in New Orleans 


from January 20 to 22, according to an announcement by 


Lewis Torrance, President of the association. 
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Foremost in Design, Construction, Service 
and Convenience. 
Economical, Too! 


May We Quote? 


REFRIGERATING EQuipmeNT Co., INC. 


328-36 Forty-Fourth St. Union City, New Jersey 


“Sewing Fhe Better Buyers” 


MERIC 
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“Clinton Corn Syrup Solids 
Make Finer Quality Ice Cream 


A 
LINTON Corn Syrup Solids (Dried 
Corn Syrup) will not depress the 
freezing point of ice cream mixes as 
much as other sugars. Corn syrup solids 
also control crystallization and retard 
growth of all types of sugar crystals— 
provide a high viscosity characteristic for 
improved body. For ice cream with vel- 
vet-smooth appearance and extra rich- 
ness use Clinton Corn Syrup Solids. 


wae 
: ed 
ay 


CLINTON FOODS 


CLINTON. IOWA 


mINC. 


Detroit Fish Fry Held 


Metropolitan Detroit’s Allied Ice Cream Manufacturers 
held “ye olde annual fish fry” on August 22 at St. Clair 
Shores, Michigan. A full day of fun, including golf and 
other sports, was enjoyed by those attending. The group will 
hold its Ladies Day Party at Plum Hollow on September 18. 


Sanitarians To Convene 


General sessions, and food and dairy sections will be fea- 
tures of the 1951 convention of the International Associa- 
tion of Milk and Food Sanitarians, to be held September 
26 to 29 at the Hotel Colorado, Glenwood Springs, Colo- 
r.do. 


Virginians Choose Roanoke 


Roanoke, Virginia will be the scene of the 1952 conven- 
tion of the Virginia Dairy Products Association next Janu- 
ary 21 and 22. The meeting will be held in that city’s Hotel 
Roanoke, according to word received from C. L. Fleshman, 
Secretary of the association. 
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[he Ace 


| erature ice 


Model 


cream 


OGIIC 
(trosted 


low-tem 
foods) 
cabinet is of special design to provide 


twenty-five per cent more space for 
packages without increasing the size 
of the cabinet, according to the manu- 


A ce 


were able to drop the internal tempera. 


tacturer. In addition, engineers 
ture by ten per cent by improved in- 
sulation techniques. 

It is equipped with three full color, 
three dimensional pictures, full mirror, 
fluorescent lights and quadruple Ther- 
mopane front. A special feature is the 
use of a low wattage heating element 
installed in the rubber moulding 
around the front of the Thermopane 
glass to retard cond ‘nsation. 

Uniform low temperature is ob- 
tained by the additional high level re- 
surface under the 


frigerated super- 


structure and above the front glass. 
Dimensions are 59! ,° high, 35 2 long 
and 30',” 


packages. Literature is available. 


wide. Capacity 1s about 420) 
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FLOOR MATTING 2 


A new type .loor matting, designed 
especially tor use behind counters, in 
corridors, aisles, laundry rooms, in 
tront of files and office machines, and 
wherever workmen stand in one spot, 
has been announced by American Mat 
Corporation. 

To be known as Aur-Tred, 


miat 


this new 


is constructed of sponge rubber 
with a resilient, long wearing top sur- 
Softer than carpet with 


Aur-Tred does not 


mat or break down, according to the 


face. hair 


underlay, stretch, 
manutacturer. It is moth-proof and 
easily cleaned by vacuum or damp mop. 

Air-Tred is available in maroon and 
black, ‘4° thick, 
forty-eight inch wide, and any length 
Lp to sixty feet. 


thirty-six inch or 


Descriptive literature and prices will 
be sent to anyone addressing a request 
to the American Mat Corporation. 


EVERFROST UNITS 


Everfrost fountains, manufactured 
by Anderson & Wagner, are designed 
with the fountain operator in mind, a 


spokesman for the firm notes. For this 


INFORMATION PLEASE 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the September issue. 


(Print Identifying Numbers ) 


LoD Senet Kenn Sed Sal “taneel 


SAV ON QUANTITY COLOR. PRINTS 
AND DUPLICATE TRANSPARENCIES 


Quality approaching finest Carbros and Kodachromes 
at fraction the cost. Ideal for displays, sales manuals, 
duplicate art. Exact reproduction or color correc- 
tions. We please the m pst exacting. (Produced official 
color-prints of Rose Parade.) Prompt service every- 
where. Send for Price List and data. Satisfaction 


guaranteed 
AD-COLOR CORP. cso s. arreye Parkway, Pasadena 1, Caiit 


reason the vitally necessary dipper-well 
and a removable refuse container have 
not only been made a part of the 
creamer unit, but have been placed di- 
rectly next to the ice cream storage 
compartment. With such an arrange- 
ment the ice cream dipper is always 
handy where it is used and the refuse 
container, which is a removable drawer 
type, is also more conveniently located, 
he pointed out. 

The full line of Everfrost Empire 
creamer units incorporates this advan- 
tageous feature of having the dipper 
well and refuse container next to the 
ice cream storage compartment (see 
accompanying illustration). 

To serve patrons faster and create 
more efficient operation at the fountain 
is the idea behind a new Everfrost bob- 
that 


from the 


tail unit dispenses pre-mixed 


drinks draft 


along with regular carbonated water. 


arm station 
Unlike the usual fountain, two draft 
carbonated 
beverages, while a third provides either 
carbonated or 


arms deliver pre-mixed 


sweet water for other 
drinks. 

The arrangement is provided by hav- 
ing two oversized (2 gallon) stainless 
steel syrup storage tanks. These are 
located in the cold storage compart- 
ment and are connected to the CO. 


gas supply by means of a regulator. 
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Ice Cream flavored with 
MASSEYS VANILLA 


That extra 
MASSEYS 


something that makes 
vanilla that 


the ‘champ 
indefinable quality, 


gives 
that elusive 


difference that makes it worthy of proclaiming to the 


consumer that here. 
your good taste. 


ice cream that shows 
it is a firm foundation 


indeed, is an 
Honestly made 


for many fine ice cream businesses. 


lASSEWS VANILIAS Zane. 





today 
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strength 
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and 
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CORN BOOKLET 4 

The Corn Industries Research Foun- 
dation announces the publication ot 
“Corn Sweeteners in Ice Cream and 
Related Products,” a revised and up-to- 
date edition of a former booklet of the 
title, by Kennedy, 


Founda- 


same Norman F. 


director of research for the 
tion. 

The new publication discusses the 
chemical nature of corn sweenteners, 
ic. dextrose or refined corn sugar, and 
corn syrup; the recommended percen- 
tages in which the corn sweeteners can 
replace sucrose in ice cream and sher- 
bets; the physical effects of such re- 
piacement on the finished product, and 
the nutritional properties of the corn 
sweeteners. 

The booklet is without 
charge to those in the ice cream and 


allied fields. 


available 


EXTRAX ““WESTERNS” 5 


Extrax Company 
original 


has adopted an 
“Western Family” theme and 
original characters for its frozen novel- 
ty merchandising program. Harold A. 


Hoffman, President of the firm who 


trip 


Southw est, re- 


returned from a_ business 
through the South and 5 


ports that ‘ 


just 


‘the trade has shown itself 
to be strongly in favor of the program 
because children rate the Cowboy and 
Indian attraction tops.” 

The pro- 
gram now includes such brand names 
as “Tenderfoot Twins,” 
Fudge,” “Pow-Wow” double 
tion, and “Pinto” ice cream-on-a-stick. 

The “Poncho Fudge” line, which in- 
cludes chocolate, coconut, 
butterscotch fudge, is being empha- 
sized for the Fall season. 


Extrax “‘all-year-round” 


“Poncho 


confec- 


banana and 
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COLD FOOD EQUIPMENT 6 

A new illustrated catalog describing 
equipment with which a fountain oper- 
cold tood 
quickly, attractively and economically, 
has been published by the Bastian-Bless- 
ing Company. 


ator reportedly can serve 


It features a number of 
sandwich units, ranging in length from 
two to five feet, in standard models for 
wall or front counter installation. A 
new refrigerated display case with three 
shelves is shown; also a refrigerated 
backbar base with a cold pan top 

which ingredients for salads and sand- 
wiches are refrigerated and displayed 
simultaneously. Costs, selling prices 
and profits on a number of standard 
cold plates and salads are : 


ies are available on request. 


Lown. Cop- 


fold food ‘sa 


BASTIAN- BLESSING 


JAGENBURG LINE 7 


E. R. Jagenburg, Inc. has announced 
a complete line of fruit products and 
specialties cream manufac- 
turers. Included in the line are cherries, 


“hearts” 


for ice 


(fruit purees), toppings (for 


variegated ice cream, sundae cups, ice 


cream tarts and pies), 


and special 
flavors. 

Among the varieties of cherries avail- 
able are premium pack (specially pro- 
cessed for cherry-vanilla cream), 
solid pack (cane sugar syrup added to 
maintain flavor stability in the absence 


of refrigeration), 


ice 


cherries in syrup, 
and crushed cherries (for continuous 
freezers without fruit feeders). 


The 


flavors: 


are available in these 
banana, peach, 


“hearts” 
cherry, pine- 
apple, black raspberry, red raspberry, 
and strawberry. 

Literature and additional details cov- 
ering the Jagenburg line are available 
on request. 


NEW STABILIZER 8 

A new instantly soluble, multi-pur- 
pose stabilizer which reportedly makes 
possible the manufacture of improved 
truit ice cream and fruit products, and 
also eliminates dispersion difficulties in 
the manufacture of ices and sherbets, 
has been developed by American Food 
Laboratories, one of the country’s larg- 
est manufacturers of ice cream flavors, 
stabilizers, emulsifiers and food special- 
ties. The new product has been named 
“Redi-Sol.” Complete details are con- 
tained in American Food Laboratories’ 
technical and research department 
ference sheet #20, which can be ob- 
tained on request. 


re 


“REEFER-PAK” 9 

Weber-Washburn Co., Inc., manu- 
facturer of insulated products, is fea- 
turing a “sturdy, collapsible 
shipper—super-insulated and with a 
leavy-duty zipper closure — which is 
warranted to keep ice cream, frozen 


new, 


83 











foods, and other commodities in a dry, 
frozen condition for upwards of twenty- 
four hours.” 

The company’s “Reefer-Pak,” cov- 
ered by patents pending, is 20x24x16 
inches in dimension and weighs only 
nineteen pounds. It has an impreg- 
nated, strong and long wearing water- 
proot cloth cover, with “Aerocor” glass 
insulating material with a very low 
“K” factor. A plastic vapor barrier be- 
tween the “Aerocor” layers of insula- 
tion prevents moisture penetration. The 
strong plywood base has Fiberglas in- 
sulation. 

The “Reefer-Pak” Shipper is de- 
scribed as “easy to pack and handle 
by one man and, because of its collapsi 


bility, is easy to store when empty 2 


HOWDY-DOODY LINE 10 


Americana Enterprises Co., Inc. re- 


cently 


announced a complete line of 
Hlowdy Doody frozen novelties and ice 
cream products. The program is being 
offered nationally. 

Citing the public acceptance of 
Howdy Doody, Americana Enterprises 
predicts that this readymade market of 
loval consumers will be instrumental in 
creating many new and repeat sales for 
cream manufacturer. 


Howdy Doody TV 


the ice 


The show 1S 


Broad- 
Howdy 


Doody comic books and records have 


seen daily over the National 


casting Company network. 
high circulation. There is also a coast- 
to-coast syndicated comic strip. 

Still another contribution to the po- 
tential consumer acceptance of Howdy 
[Coody ice cream products, Gene Tan- 
nenbaum, General Sales Manager, in- 


dicated, 


have heen hestowed. Among the awards 


are the many awarcls which 
Hiowdy Doody has received are: George 
Peabody Award; Radio Tele- 
vision Mirror Award (Favorite Chil- 
dren’s Entertainer); and TV Digest 
Merit Award. 

Manufacturers interested in securing 
further information on Howdy Doody 
merchandising and supplies for ice 
and 


should write 
eri nal details. 


Foster 


cream frozen novelty 


products 
for literature and addi- 


ROTARY CAN WASHER 11 


A new rotary can washer, the CP 
Roto-Master. is mow available to the 
cairy and food processing industry. 
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Manufactured by the Creamery 
Package Mfg. Company, the new com- 
pact machine is capable of washing 180 


The Roto- 


Master features centralized control for 


1 
cans and covers per hour. 


easy operation; a large solution pump 
for adequate cleansing; cold air drying 
and 


heavy duty construction for longer life; 


for sanitary efficient operation; 
a removable turntable, that can be dis- 
assembled without tools; and adyjust- 
able sanitary ball foot type legs for 
easier installation, the firm reports. 
Complete operating and construc- 
tion details are set forth in Creamery 
Bulletin I-1066, 


| 
which are available on request. 


Package copies of 


DIXIE FOOD DISH 12 

Dixie Cup Company announces the 
addition of the Dixie food dish to its 
The new food 
dish has a turned-down, flanged edge 
en which is printed an adaptation of 
the new “Melody Design.” 


fountain Dixie line. 


To insure fast, positive pick-up, the 
tab on the new dish is glued and the 
bottom The dish is de- 
scribed as “ideal for serving sundaes, 
fruit, puddings, custards, and other 
desserts in cafeterias, 


is rounded. 


fountains, and 
in-plant feeding stations.” 


1 
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Finest Vanillas for Over 60 Years 
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JAGENBURG APPOINTS SABEL 


E. R. Jagenburg, Inc. of Brooklyn, New York, manufac- 
turers of fruit products and specialties for the dairy industry, 
has appointed Samuel Sabel as Sales Manager. Prior to 
joining E. R. Jagenburg, Inc., Mr. Sabel was associated with 
the Cleveland Fruit Juice Company and also the R. W. 
Snyder Company of Battle Creek, Michigan for twelve years 
in the capacity of Sales Manager. 

E. R. Jagenburg, Inc. was organized by E. R. Jagenburg, 
who was formerly General Manager and Vice President and 
also a partner in the Crown Fruit and Extract Company. 
When this firm was sold, he became associated with the 
Richardson Corporation of Rochester, New York. 


GEORGE WEIGOLD DIES 


George Weigold, eighty, President and founder of the 
Torrington Creamery, Inc., Torrington, Connecticut, died 
last month in Melbourne, Florida. A native of Torrington, 
Mr. Weigold had lived almost entirely in Florida in recent 
years. 

He started his dairy business in 1892 and purchased the 
Torrington Creamery in 1901 
1913. Today, it is one of the most 
modern and progressive dairy plants in the country, after 
being the first firm in Torrington to manufacture ice cream 


Ice cream manufacturing 
was started there in 


commercially for wholesale accounts. 

Mr. Weigold had also been active in politics, and was 
elected to various posts, including Representative to the State 
I egislature. 

Survivors include his son, Arthur Weigold, now manager 
cf the Torrington Creamery; his daughter, Mrs. Emile J. 
Rebillard; his wife, Mrs. Anna Weigold; a step-daughter, 
Mrs. Clarence Zander; a step-son, Harold Lehmann; numer- 
ous grandchildren, nephews and nieces. 
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SALES POST TO BALDWIN 


Thomas F. Corrigan, sales manager of the Nestle’s Choco- 
late Company, Inc., has announced the appointment of Fred 
C. Baldwin as Division Sales Manager of the Southern Dis- 
trict. The divisional sales responsibilities of Mr. Baldwin 
include the states of Alabama, Florida, Georgia, North Caro- 
lina, South Carolina, Oklahoma, Tennessee and Texas. 

Mr. Baldwin joined Nestle’s Chocolate Company in 1934, 
working in the company’s plant at Fulton, New York. In 
1947 he was transferred to the sales force and was in charge 
ot the Syracuse Territory. From March 1950 to the present 
time, he has been manager of the Newark (N. J.) Territory. 

In his capacity as Divisional Manager, Mr. Baldwin will 
be assisted by J. E. Gentry of Atlanta, Georgia, in the south- 
eastern states, and H. W. Sternberg of Houston, Texas, in 
the southwestern states. 

Mr. Baldwin will make his headquarters at the Nestle’s 
Chocolate Company’s offices at 800 Peachtree Street, Atlanta, 
Georgia. 


CRESTHAVEN APPOINTS TWO 


C. M. Peterson, President of Cresthaven Farms, Inc., St. 
Paul, has announced that, effective September 1, Forrest A. 
Nutting, general sales manager for Maple Island Farms, Inc., 
Stillwater, Minnesota, and previously with Kraft Foods for 
nineteen years, became Vice President and general manager 
of the firm. 

At the same time, Ray Jorgenson, production manager and 
in charge of bottled milk sales for Maple Island, became 
general sales manager and an officer of the firm. 

Cresthaven Farms, Inc., controls U. S. Patent No. 2536137 
which involves the use of sweet cream buttermilk as the main 
ingredient in the manufacture of a new ice cream and low-fat 
frozen dairy foods. 
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SALES POST TO TANNENBAUM 


Eugene W. Tannenbaum has been appointed General Sales 
Manager of Americana Enterprises Company, Inc., of New 
York City. The company is the exclusive licensor and sup 
plier of Howdy Doody character frozen novelty and ice 
cream products 

For many years, Mr. Tannenbaum has been actively en- 
gaged in sales and advertising in the frozen novelty and ice 
cream field. He will direct Americana Enterprise’s national 


| 
sales and merchandising activities. 


A business meeting was held last month to formulate 
Howdy Doody promotion plans in the ice cream industry. 
Present, as pictured above, were (lett to right) Allan Stone, 
Business Manager of the Kagran Corporation; Eugene Tan- 
nenbaum; Howdy Doody himself; Bob Smith, star of the 
Howdy Doody television program; and John Morway, Presi- 


dent ot Americana Enterprises. 


DABNEY JOINS FAIRMONT FOODS 


Francis L. Dabney will join Fairmont Foods Company in 
Omaha, Nebraska, as Financial Vice President, effective 
October 1. W. F. Ingraham has been appointed national 
wccounts manager in charge of chain store and institutional 


accounts. 


AMERICAN MAIZE APPOINTS TWO 


American-Maize Products Company of New York City 
has announced the appointments of W. H. Wiley as assis- 
tant manager and H. R. Maroney as eastern division man- 
ager. Mr. Wiley will be in charge of national field sales 
operations. 


CABELL FIRM ELECTS 


Ben E. Cabell, Jr. has been elected Chairman of the Board 
of Cabell’s, Inc., Dallas, Texas. Earle Cabell has been voted 
President of the firm. The former has been President of the 
firm for nineteen years. The new President was formerly 


t-xecutive Vice President 


HARRY SCHEFF DIES 


Harry Scheff, fifty-four, Treasurer of Whitelawn Dairies, 
Inc., Brooklyn, New York, died August 13 at his Brooklyn 
home. His firm manufactures Deauville French Ice Cream. 

Mr. Scheff was in the ice cream business all of his life, 
and had been with Whitelawn for fitteen vears. 

Survivors are his wife, Mrs. Edna Scheff; and two daugh- 
ters, a son, three sisters and a brother. Funeral services were 
held August 15. 
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SOUTHERN DAIRIES SHIFTS PERSONNEL 


Clifford D. Wayne, for the past five years Atlanta Zone 
Manager of Southern Dairies, Inc., has been advanced to 
the position of Florida District Manager of the company. 
He is succeeded in Atlanta by Wiley S. Obenshain, Jr., who 


was previously Assistant Zone Manager. 


Mr. Wayne will have general charge of sales of Sealtest 
products throughout Florida, including the operation of 
plants at Gainesville, Jacksonville, Miami, Orlando, St. 
Petersburg, Tampa and West Palm Beach. His territory 


| 


also includes plants at Savannah and Waycross, Georgia. 


Elected to the Board of Directors early this year, Mr. 
Wayne has been with Southern Dairies since 1935. He be- 
gan as a sales representative, became Atlanta Sales Manager 
in 1940 and later was made Atlanta Plant Manager. He 
has been Zone Manager there since 1946. 


Mr. Obenshain joined Southern Dairies in May, 1949. 
Previously he was Southern representative of the Savage 
Arms Corporation’s refrigeration division for three-and-a 
half years. 


Clyde King, since 1945 Laboratory Supervisor at Southern 
Dairies’ Christiansburg (Virginia) branch, has been made 
Assistant Plant Superintendent there. 

B. F. Stakes has become Assistant Manager of the At- 
lanta (Georgia) plant. W. J. Polidoro is the new Produc- 
tion Manager and J. M. LeMaster is the new Sales Manager 
there. 

W. L. Porter has become Manager of the Key West 
(Florida) plant. C. R. Davis has been promoted to Zone 
Accountant in Miami. 


MANAGEMENT PROMOTIONS AT BENSDORP 


The W. L. M. Bensdorp 

Company, Boston, Massachu- 

setts, announces that its Pres- 

ident, W. L. M. Bensdorp, 

has been promoted to a new 

post with the parent company, 

Bensdorp N. V. of Bussum, 

The Netherlands. Having 

spent the past five years di- 

recting operations of the 

P. K. FULLER American company, Mr. 

Bensdorp will now be General Manager in Charge of World 

Wide Sales for the Bensdorp N. V., which, in addition to 

its Bussum plant, operates plants in Cleves, Germany; Vien- 

na, Austria; Genoa, Italy; and Capetown, Union of South 
Africa. 

While Mr. Bensdorp retains the presidency of the Ameri- 
can organization, P. Kenneth Fuller has been named Genegal 
Manager and Vice President in Charge of Sales for the 
U. S. and Canada, with headquarters in the Boston office. 
Starting as New England Sales Manager, Mr. Fuller has 
been with the company four years, and has been General 
Sales Manager. 

Bensdorp N. V., now in its 110th year, is the second old- 
est and one of the largest firms manufacturing cocoa, couve- 
ture and chocolate. Bensdorp’s cocoas, sold in bulk and re- 
tail, have been widely known in the U. S. A. for sixty-five 
years. 
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OBENSHAIN HEADS SOUTHERN DAIRIES 
Election of Wiley S. Oben- 


shain as President of South- 
ern Dairies, Inc., which oper- 
ates sixty-one Sealtest plants 


| 


in the Southeast, was an- 


nounced last month by E. J. 


Mather, 
Fsoard. 
Mr. 


by the Board of Directors cli- 


Chairman of the 
selection 


Obenshain’s 


W. S. OBENSHAIN 


service with the company, which this year celebrated its fiftieth 


maxes his thirty-six years of 


anniversary. For the past four years he has served as Execu 
uve Vice President. He began with the Southern Dairies 
plant at Jacksonville, Florida, in 1915 when it was a part of 
the former Chapin-Sacks Company. After superintending 
its milk department, he was put in charge of all production. 

In World War I Mr. Obenshain served as a First Lieu- 
tenant and scientific assistant in the United States Public 
Health Service. He returned to Southern Dairies as manager 
of the Charlotte, North Carolina plant. In 1936 he became 
zone manager for North Carolina, South Carolina and Geor- 
gia, and was elected to the Board of Directors. He was made 
a member of the Executive Committee in 1943 and the fol- 
lowing year was elected a Vice President. When he became 
Executive Vice President in 1947, he moved to the com- 
pany’s general offices in Washington, D. C. 

Mr. Obenshain was President of the North Carolina Dairy 
Products Association for two terms and is now a Director of 
the North Carolina Dairy Foundation and of the Interna- 
tional Association of Ice Cream Manufacturers. 

Energetic in civic affairs, Mr. Obenshain has long been 
active in Red Cross, Community Chest and other drives. He 
is a 32nd degree Mason and a Shriner. His wife is the for- 
mer Miss Lela Douglas of Dallas, Texas. They have one 


son, Wiley S. Obenshain, Jr., and two grandchildren. 


CHAS. R. JOINS PETERSON STAFF 


The Chas. A. Peterson Company has announced that Chas. 
R., son of Chas. A. Peterson, President and General Man- 
ager, has joined the organization. 

Young Mr. Peterson is a graduate of the University of 
Washington, where he received his degree with emphasis on 
Business Administration, Marketing and Economics. He 
served as an instructor in the Army Air Force during World 
War II. 

In order to join his father’s organization, Chas. R., moved 
with his wife and three children to Cleveland from Seattle, 
Washington. While in Seattle, he was connected with the 
Rhodes Department Store in the capacity of Statistician. 


WINDLAN GETS GRANT 


Harold Milton Windlan, who received his B.S. Degree 
with a major in dairy manufacturing at the University of 
Georgia last month, has been awarded the 1951 Grant-in-Aid 
financed by the Southern Association of Ice Cream Manu- 
facturers. The first recipient of this scholarship, Mr. Wind- 
lan was selected by a special committee of representatives 
from Dairy Departments of colleges in the area served by 
the Southern Association. 
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CLINTON FOODS ELECTS 


The election of two new members of the board of directors 
of Clinton Foods Inc. was announced recently by Charles 
W. Metcalt, President of Clinton Foods. 

Roscoe C. Wagner, Vice President in charge of operations 
at Clinton’s Corn Processing Division, located at Clinton, 
iowa, was clected to the Clinton Foods board and also was 
named President of the Corn Processing Division. 

Earl Millard, President of American Partition Corpora- 
tion, a Clinton Foods subsidiary with factories at Milwaukee 
and Bound Brook, New Jersey, was the second executive ele- 
vated to the board of directors. 

Mr. Wagner has been with Clinton Foods for thirty-one 
years, joining the corporation as an engineer after being 
graduated with a degree in Engineering from Iowa State 
College. 

In succession, he became assistant shift superintendent, su- 
pervisor of operations, manager of operations and, in 1947, 
was named Vice President in charge of the Division’s opera- 
TONs. 

Mr. Millard has been President of American Partition 
Corporation since 1948. He was graduated from Washing- 
ton University in St. Louis, was a naval officer during World 
War Two and has been active in community affairs. He is 
Vice President of the Illinois State Savings and Loan Asso- 
ciation in East St. Louis and is a former President of the 
Fast St. Louis Junior Chamber of Commerce. 
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ALLOY APPOINTS DOYLE 


Alloy Products Corpora- 
tion, Waukesha, Wisconsin, 
manufacturers of _ stainless 
steel refrigerated tanks and 
sanitary fittings, and many 
other stainless steel products 
for the dairy, ice cream and 
tood industries, has appoint- 
ed Joseph Lewis Doyle of 
New York City as its East- 

J. L. DOYLE ern District representative. 

Mr. Doyle has an excellent background tor his new ac- 
tivity, for he served as salesman and subsequently as Eastern 
representative for the Standard Cap and Seal Corporation for 
a total of twenty-two years. He retired from that company 
in January, 1951. 

Mr. Doyle’s permanent address is: 6 Peter Cooper Road, 
Peter Cooper Village, New York 10, New York. 


LANGFIELD DONATES SERVICES 


Conrad E. Langfield, President of Northville Laboratories, 
and Mayor of Northville, Michigan, recently accepted an 
invitation to assist the medical department of the Detroit 
House of Correction at Plymouth, Michigan. He will serve 


;s consultant pharmaceutica! chemist without remuneration. 


GRISCOM NAMED BY ABBOTTS 


Abbotts Dairies, Inc., Phila- 
delphia, recently announced 
the appointment of William 
B. Griscom as General Man- 
ager of its Ice Cream Divi- 
sion. Associated with Abborts 
since 1939, Mr. Griscom for- 
merly held positions as sales 
supervisor, plant personne! 
director and assistant plant 

W. B. GRISCOM 

Abbotts operates ice cream manufacturing plants in Phila- 
delphia and New York City. Its distribution embraces the 
States of Pennsylvania, New York, New Jersey, Maryland, 
Delaware and West Virginia. 

Mr. Griscom is a Director of the Central Penn National 
Bank in Philadelphia, the Griscom Hall Association, the 
Association ot Ice Cream Manufacturers of New Jersey and 
Delaware, and also Abborts Dairies, Inc. 


manager. 


|. P. WRIGHT APPOINTED 


W. A. Brown, Jr., Vice President and General Manager 
of the Liquid Carbonic Corporation, has announced the 
appointment of John P. Wright as Factory Manager of the 
Durable Goods operation. 

Mr. Wright was formerly Vice President and General 
Manager of the A. B. Dick Company. Prior to this he 
workde for the Whirlpool Corporation of St. Joseph, Michi- 
gan as Factory Manager. In this new association with Liquid, 
Mr. Wright brings with him experience and a successful 
record of operation in the durable goods field. 


88 


LOUIS S. MARCHIONY IS DEAD 


Louis S. Marchiony, fifty-three, President of the Marchiony 
Ice Cream Corporation, New York City, died August 14 at 
St. Luke’s Hospital. 

Mr. Marchiony, in addition to heading a prosperous ice 
cream business, had been active in civic affairs. He had served 
both on Office of Price Administration and Selective Service 
boards during World War II. 

Survivors include his wife, Mrs. Marie Marone Marchiony; 
two daughters, four sons, a sister and two brothers. Services 
were held August 17 and burial took place at the Gate of 
Heaven Cemetery, Vallhalla, New York. 


A. L. GOLAY NAMED BY KOLD-HOLD 


A. L. (Al) Golay has been 
appointed factory representa- 
tive of the Kold-Hold Manu- 
facturing Company of Lans- 
ing, Michigan. He will work 
out of Kansas City, Missouri, 
serving the surrounding area. 
Mr. Golay is no newcomer to 
the refrigeration industry hav- 
ing served a part of this same 

, territory for the Kold-Hold 
« Company from 1944 until 
1948. 

During World War II, he worked closely with leading 
industries helping them to speed production through the ap- 
plication of advanced refrigeration methods. He planned and 
supervised installations of industrial sub-zero and stratosphere 
equipment in connection with the manufacture of planes and 
cther weapons of war. Since April, 1950, he has been work- 
ing in the home office of the company. 


ARCHER IS WOOSTER’S AIDE 


Harry Archer has been appointed assistant to Roy D. 
Wooster, Vice President in charge of the Borden Company’s 
Ice Cream Division. Most recently Mr. Archer was manager 
of Borden’s Pittsburgh and allied western Pennsylvania ice 
cream operations. Before that he served in the company’s 
Mid-Western District in various capacities. 


HUBBARD JOINS HOOTON CHOCOLATE 
Lloyd C. Fiscus, Sales 


Manager of the Hooton 
Chocolate Company of New- 
ark, New Jersey, announces 
the appointment of Roger C. 
Hubbard as representative of 
the Chicago and surrounding 
territory. Mr. Hubbard was 
formerly Sales Manager ot 
the Warfield Company Bulk 
Chocolate and Cocoa Divi- 
sion. His selling activities began in 1936, covering the whole- 


R. C. HUBBARD 


sale and retail confectioners, ice cream manufacturers, whole- 
sale bakers supply houses, department stores, and wholesale 
grocers. 

Mr. Hubbard’s address for the present is 12862 South 
Wahle Street, Blue Island, Illinois. A Chicago office will 
soon be established. 
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EMERSON LEAVES; JAMISON APPOINTED 


Frank Emerson of the Brit- 
ish stabilizer firm, B. Young 
and Company, returned to 
England this month after 
spending a year in the United 
States. Mr. 


been engaged in building ac- 


Emerson had 


ceptance for his firm’s prod- 
uct among American ice 


cream manufacturers. 


FRANK EMERSON B. Young and Company of 
America, Ltd., recently announced the appointment of Wil- 
liam Albert Jamison, 7801 Trenton, University City, Mis- 
souri, as sales representative in Missouri, Southern Illinois, 
Kentucky and Tennessee. Prior to his appointment by the 
stabilizer manufacturer, Mr. Jamison was Production Man- 
ager of Greenlea Dairies, Inc., of St. Louis. 


NADEM POST TO MARSHALL 


John Marshall has become Executive Secretary of the Na- 
tional Association of Dairy Equipment Manufacturers. 

Until recently special representative of the Creamery Pack- 
age Company, he has been named by D. G. Colony, Manton 
Gaulin Manufacturing Company, Chairman of NADEM’s 


Executive Committee. 


“The impact of the Defense Production Program on dairy 


equipment companies has made it imperative that the Asso- | 


Sugarnut | 


ciation be represented in Washington by a full time execu- 
tive,” Mr. Colony said. NADEM is fortunate in securing 
Mr. Marshall’s services, according to Mr. Colony, “because 
of Mr. Marshall’s experience in dairy trade association work, 
and more recently his Washington experience as a member of 
DISA’s Task Force on Essentiality.” 

For five years ending in 1940, Mr. Marshall was Secretary 
of the San Francisco Milk Dealers Association, following 
which he served as milk marketing economist for the State 
of California for eight years. During 1948 and 1949 he 
acted as Executive Director of the Milk Dealers Association 


cf Metropolitan New York, following which he went with 


Creamery Package. 


Mr. Marshall’s office will be at 927 15th Street, N. W., 
Washington, D. C., NADEM’s headquarters. Charles M. 
Fistere, who has represented NADEM part time for the 


past three years, will serve as general counsel of the Asso- 


ciation. 


PUBLICATION POST TO THOMASSON 


H. L. Thomasson, presently President-elect of the Inter- 
national Association of Milk and Food Sanitarians, Inc., 
has been appointed by the Executive Board to the full time 
position of Executive Secretary of the Association and Busi- 
ness Manager of the Journal of Milk and Food Technology. 

Mr. Thomasson has had wide experience both in the pub- 
lishing field and in business management, and has served for 
the past thirteen years as Milk Sanitation Consultant, In- 


diana State Board of Health, in charge of the fluid milk | 


program. 
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NEW VAN LEER REPRESENTATIVE 


Victor Cowley of Cowley Distributors, 435 Locust Street, 
San Francisco, is now representing Van Leer in California, 
Oregon and Washington. Leo K. Van Leer, President of 
Van Leer Chocolate Corporation, stated that the appointment 
was in response to increasing demand for Van Leer’s prod- 
ucts in the candy and ice cream industry. 


WEBB LEAVES BUREAU OF DAIRY INDUSTRY 


The United States Department of Agriculture has an- 
nounced that Dr. Byron H. Webb, who has conducted and 
supervised research on milk and milk products and _by- 
products in the Bureau of Dairy Industry for the past twen- 
ty-five years, has resigned to do commercial research. His 
resignation became effective June 15. 

Dr. Webb’s major research has dealt with improvements 
in the quality of concentrated milk and with the utilization 
of dairy byproducts in human foods. 


WEILLER APPOINTS RAYMOND GREEN 
Raymond Green has been appointed by the Weiller Com- 


pany to cover the Wisconsin and Minnesota territory, re- 
placing Ben Breslauer who is retiring from sales work on 
his doctor’s advice. Mr. Green had spent a number of years 
in the creative department of the Weiller Company, and was 
assistant art director when he left for Army service. At 
the end of the war he extended his activities into the selling 
held, in direct contact with food industries, and recently 
joined the Weiller sales organization. 








, Meijer 
“Kes, banana 


* Real honest-to-gosh bananas . . . processed with- 
out synthetics in tropical sunlight . . . no wonder 
Sugarnut Banana Puree is used by leading ice cream 
manufacturers everywhere. Ready to use without muss 
or fuss at the plant. Easy to handle. Economical. No 
worry about bananas becoming over-ripe because your 
production is delayed. No. 10 air-tight tin preserves 
the flavor of Sugarnut genuine banana puree. Ask 
us for how-to-use literature. 
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WALNUT GROWERS NAME W. C. TESCHE 


William C. Tesche has been appointed General Manager 
of the California Walnut Growers Association to fill the 
vacancy created by the recent death of W. T. Webber. 

The new manager of this organization has had many years 
of broad experience. In addition to being Sales Promotion 
Manager, he has represented the association before congres- 
sional committees and at Department of State and Agricul- 
ture hearings on tariff, reciprocal trade agreements, market- 
ing acts and similar matters. 

Mr. Tesche has been Chairman of the Edible Tree Nuts 
Advisory Committee in Washington, composed of representa- 
tives of the almond, pecan and filbert industries, as well as 
the walnut industry, and is currently Vice-Chairman of the 
Agricultural Committee of the Los Angeles Chamber of 
Commerce and a member of the State Chamber. 

Mr. Tesche joined the staff of the California Walnut 
Growers Association in 1933 as Assistant Sales Manager. He 
was made Sales Promotion Manager in 1938 and in 1947 
was appointed Secretary of the Association. 

The appointment of the new General Manager comes as 
the California Walnut Growers Association enters its fortieth 
crop year as a processing and marketing organization, with 
@ current record membership of over 11,000 growers. More 
than eighty per cent of all walnuts grown in California are 
now handled by this grower-owned cooperative. 


BOB MOREAU APPOINTED 


| | 
- ice cream held tor over twenty vears, 


Bob Moreau, prominent in the 


has been appointed New England 


sales American 


representative for 
Food Laboratories. 

Mr. Moreau will represent the 
firm in Maine, New Hampshire, 
Vermont, Massachusetts, Rhode Is- 
land and Connecticut. 

10 Vir- 
ginia Road, Quincy, Massachusetts. 


His office is located at 
BOB MOREAU 


NDC BOARD ELECTS NEW MEMBER 


S. A. Kostakos, Secretary of the Honey Hill Creamery 
Company, Chicago, was elected to the Board of Directors of 
the National Dairy Council at a meeting of the Board, June 
28. He fills the vacancy created last spring when E. W. 


eel 





WALTER TALUN, who plays the role of Goliath in Twentieth 
Century-Fox's forthcoming motion picture, “David and Bathsheba,”’ 
devours a “Goliath ice cream sundae, made especially for him 
by Borden Company fountain experts. 





Tiedeman resigned from the Board to join the Office of Price 
Stabilization in Washington. Mr. Kostakos is past President 
of the Milk Foundation, Inc., Chicago. 

A vacancy on the NDC Executive Committee, created as 
a result of Mr. Tiedeman’s leaving, was filled by Board ac- 
tion approving the appointment of B. F. 
Manager of 


Beach, General 
the Michigan Producers Dairy Company, 
Adrian, Michigan, to serve on that committee. The appoint- 


ment was made by Milton Hult, NDC President. 
GLAUBMAN ATTENDS CONFERENCE 


Mickey Glaubman of American Food Laboratories, Inc. 
Brooklyn, New York, manufacturers of flavors and _stabi- 
lzers, recently returned from a two-week trip to the West 
Coast, where he held a sales conference with Seymour Siegel, 
President of American Food Laboratories of California and 
Irving Glaubman, sales representative for the San Francisco 
area. Intensive plans were worked out for new products 


Geveloped in the ice cream, confectionery and baking trades. 





BACKLIGHTED SUPERSTRUCTURES 
TO PROMOTE SALES 


Easily attached to any ice cream cabinet. 3 models, 
each in single face holding 2 or 3 illustrations, or 
double faced for island-type cabinets holding 4 x 6 
Pix; with or without flavor slides. No mounting be- 
tween glass; Pix quickly changed. New Pix now ready. 

Full line of de luxe Laminated Plastic Flavor Slides 
fit superstructure illustrated, and most ice cream cabi- 
nets. Ask for new illustrated folder with prices. 


BROWN-BLODGETT, INC. 


407 Empire Bank Bldg. 
St. Paul 1, Minnesota 


Phone Garfield 8544 
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JULY ICE CREAM PRODUCTION SOARS 


[ce cream production in the United States, estimated at 
66,235,000 gallons for July, was seven per cent larger than 
the July output year but was nine per cent below the five- 
year, 1945-49, average for the month, the Bureau of Agri- 
cultural Economics reports. 

Except for the post-war years of 1946-49, this July’s out- 
put was the largest of record for the month. Seasonally, 
production advanced ten per cent, the same as the averag- 
gain between June and July in the 1945-49 period. Last 
year a contra-seasonal decline of two per cent was reported. 

From January through July, ice cream production totaled 
334,520,000 gallons—up three per cent from the same period 
of 1950, but down five per cent from the 1945-49 average 
output for these seven months. 

Based upon reports from manufacturers, sherbet produc- 
tion during July was estimated at 2,770,000 gallons—twenty- 
per cent more than the output of July a year ago but twenty- 
three per cent less than the five-year, 1945-49, average for 
the month. The gain from June this year was fifteen per 
cent, compared with five per cent last year and an average 
rise of sixteen per cent between June and July, 1945-49. 


NEW PACKAGES FOR SEALTEST 


On September 15, new cartons for the entire line of Seal- 
test products will be made available by all Sealtest divisions 
of National Dairy Products Corporation, it was announced 
at the company’s headquarters in New York. 

With hundreds of different local requirements governing 
individual containers, the designing of basic cartons to achieve 
uniformity was a task of proportions encountered by few 
other industrial organizations. Creatinz family resemblance 
through use of a tile pattern, the new packages also establish 
product identification by color. This pattern has been ex- 
tended to all product cartons. 


BORDEN’S ACQUIRES DATSON DAIRIES 


Acquisition of Datson Dairies, Inc., of Orlando, Florida, 
by the Borden Company was announced last month by Wil- 
liam H. Marcussen, Vice President in charge of Borden’s 
fluid milk operations. The Orlando firm, now operating in 
six Central Florida counties, will be known as Borden’s 
Datson Dairies. The change of ownership will not affect the 
dairy plant’s operations. 

Borden’s has been in the ice cream business in Orlando 
since 1943 when it acquired Poinsettia Dairy Products, Inc., 
now known as Borden’s Dairy Division. The Datson acqui- 
sition marks Borden’s first entry into Orlando as a milk 
distributor. 


MEYENBERG CONSOLIDATION REPORTED 


Two wholly owned corporate subsidiaries of the Meyen- 
berg Milk Products Company, Old Fashion Products, Inc. 
and Meyenberg Milk Products Company of Compton, Inc., 
were consolidated under the Old Fashion Products, Inc. 
name effective at close of business August 31, according to 
an announcement by J. P. Meyenberg, President of the West 
Coast organization. No changes in personnel are anticipated. 
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PACKAGE FIRM INSTITUTES SUIT 


Walton D. Lynch, Chairman of the Board and President 
of the National Folding Box Company, Inc., New Haven, 
Connecticut, has announced that suit was instituted July 
25 by the Lanal Corporation, of which ke is Vice President, 
against M. G. Newell Company, Inc., Greensboro, North 
Carolina, and Bloomer Bros. Company, Newark, New York, 
tor infringement of the LaGrua Patent No. 1,992,222. 

This patent covers a pull tab on sealed ice cream and other 
parafhned cartons which permits the consumer to open the 
package without mutilating it. 


BECK TO REPLACE DESTROYED VANILLA 


Beck Vanilla Products Company of East St. Louis, Illi- 
nois, has announced that it will replace all stocks of Beck 
Vanillas that were destroyed during the recent Midwest 
floods. Beck Vanilla users should contact their vanilla sales- 
men and report all damage. All Beck Vanilla lost will be 
replaced free of charge, according to Howard Beck, Vice 
President of the firm. 

A Board of Directors meeting was held from August 20 
to 23 at the East St. Louis headquarters. Inspection of new 
production facilities and a review of business during the 
past twelve months occupied those attending. Norman Beck, 
Treasurer, flew from the firm’s West Coast branch to be 
present at the conclave. 





AB. .5o.. Fas . Fa 


That “fresh, unspoiled appearance” is a characteristic 
common to ice cream and model Sue Carlton, both 
pictured just below, according to a Hollywood producer 
who intends to 
feature one of 
the two “dishes” 
in a forthcom- 
- ing motion pic- 
ture. 
Miss Carlton’s 
modeling ability 
won her the 
role. Her pho- 
tographs were 
entered recently 
in a contest 
sponsored by 
Golden State 
Company, Ltd., 
California  dis- 
tributor of dairy 
products, the 
purpose of 
which was to se- 
lect a “Miss 
Ohs and Ahs 
of the Land of 
Ohs and Ahs” 
to embody the 
theme of an extensive advertising program to be con- 
ducted by the dairy organization. 


Miss Carlton won the contest. 


Anyone want to argue? 
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PROMOTION KIT distributed recently by the International Asso- 
ciation of Cream Manufacturers and the American Dairy 
Association is pictured here. The kit contains advertising materials 
for use by ice cream manufacturers in developing sales campai igns. 


lee 





SAFEWAY ADDS ICE CREAM IN NEW YORK 

Ice cream is now being sold in New York and New Jersey 
W hile other 
chain have been selling ice cream for many 
marked the dairy 


product in the New York area. 


super markets operated hy Satewa\ Stores, Inc. 
divisions ot the 
month the introduction of 


years, last 


Pride 


chocolate 


Ice 
and 
Only 


as “Party 


label 


in vanilla, 


Packaged under the Safeway 


Cream,” the product is available 


strawberry favors. Price per pint is twenty-nine cents. 


t int packages are sold. 


MILPRINT MOVES CHICAGO BRANCH 


The Chicago sales offices of Méilprint, Inc. been 
moved to larger quarters at 100 East Ohio Street, Zone 11. 
The new branch headquarters will accommodate a staff of 
twenty-five assigned to cover the State of Illinois and North- 
western Indiana in behalf of this major convertor of flexible 


have 


packaging materials. 


LILY-TULIP INCOME RISES 

Lily-Tulip Cup Corporation reports for the six months 
ended June 30, 1951, estimated net income of $1,862,978.40, 
equal to $4.80 a share on 373,693 shares outstanding. This 
compares with estimated net income of $1,379,635.06 for 
the same period in 1950, equal on a comparable basis to 
$3.51 a share. 


NATIONAL DAIRY DIVIDEND UP 


A quarterly dividend of seventy-five cents per share, an 
increase of five cents a share over the previous rate, was 
declared last month by the board of directors of National 
Dairy Products Corporation, L. A. Van Bomel, President, 
announced. This dividend, payable September 10 to stock- 
holders of record on August 20, is at the rate of $3.00 a 
year, the highest rate ever paid on the present stock. 

National Dairy’s net profit before taxes for the first six 
months of this year totaled $37,577,614, an increase ot 
$7,950,215 over the $29,627,399 total for the same period 
in 1950, 

The company’s net profit after taxes was $15,227,614 for 
the first six months of 1951 as compared with $17,587,399 


for the corresponding period of 1950. 


GUNDLACH STRESSES HALF-GALLON SALES 
Merchandising allon containers with 
“K-F-S” sundae glasses in the home supplying a constant 
urge to serve ice cream is keynoted in the current marketing 
program for ice cream manufacturers assisted in sales pro- 
motion by the G. P. Gundlach & Company organization of 


of ice cream 1n half-g 


Cincinnati. 

The Gundlach-sponsored Kitchen Fountain Sundae glass 
which is offered in three colors—turquoise, terra cotta and 
sungold—was fashioned by the organization’s merchandising 
and sales staff to provide housewives with an artistic and 
useful sundae glass. Earlier the Gundlach-originated K-F-S 
soda glass had been offered for home preparation of ice 


cream sodas. 
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KEYSTONE WAGON WORKS, INC. 


ff. : 
in 
ey quirements 


Gal. Body with 


Compr , 
ompressor and projected outlook for 


for sound judgment 
the consideration of your body re- 
for the few years ahead. 
LOOK AHEAD with Keystone for mod- 
ern metal bodies that are built to stand 
hard useage . that are designed to 
carry capacity loads that 
maintenance costs at a minimum. 
investment you make NOW with Key- 
stone will pay dividends in satisfaction 
the years ahead. 


The present 
raw materials calls 


WRITE TODAY! 


5625 Tacony St., Philadelphia, Pa. 
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FOR ICE / CREAM MANUFACTURERS 
310 WEST WASHINGTON STREET, CHICAGO 6 


DUNCAN HINES ISSUES REPORT 


Seventy-four chains are now handling Duncan Hines Ice 
Cream with results ranging from satisfactory to excellent. 
This is the report of a survey being made among Duncan 
Hines ice cream manufacturers by Hines-Park Foods, Inc., 
licensing firm. 

The fifty-five franchised manufacturers of Duncan Hines 
ice cream reporting to date list five national and forty-one 
regional or local chains handling the product. The national 
chains are dealing with these ice cream manufacturers through 
a total of fifty-seven different buying offices. 

Sales results being obtained by chains are rated by the 
manufacturers as “good” 


in twenty-seven instances. 


“excellent” or in twenty-four in- 
There 


are a total of eighty-five franchised Duncan Hines ice cream 
manufacturers covering thirty-nine states. 


stances and “satisfactory” 


BORDEN REPORTS SALES INCREASE 

Sales of the Borden Company for the first six months of 
1951 were $354,026,887, 
the $295,897 


an increase of 19.6 per cent over 
609 sales for the like period of 1950, Theodore 
G. Montague, President, reported last month. Higher prices 
and a greater volume of goods sold accounted for the 
crease. 

Estimated net profit for the 


period is $9,500,000, a drop 
of 3.7 


per cent from the 1950 mid-year estimate of $9,850,- 
000, and is equal to $2.21 per share as compared with $2.31 
a year ago. 

Borden’s net profit failed to keep pace with its higher 
sales because of the much greater 
taxes, Mr. 


accruals for Federal i 
the first half of 
1951, these accruals were at the rate of sixty per cent, and 
provided nearly $13,900,000 for this purpose. In the similar 
period of 1950, the company set aside about $5,250,000 for 
taxes at a rate of thirty-eight per cent. 


come Montague said. During 


NINE DAIRY FIRM REPORTS HONORED 


From the 5,000 corporation annual reports for 1950 rated 
in the eleventh annual survey, conducted by Weston Smith 
of Financial World, nine dairy products companies have 
qualified for “Highest Merit” citations. They are: Beatrice 
Foods Company, Borden Company, Foremost Dairies, Inc., 


Golden State Company, Ltd., National Dairy Products Cor- 


Ice Cream Fietp, September 1951 


CONCENTRATE EMULSER 


“tor the finest | 


n ice cream 


VMicGRAW CHEMICAL COMPANY 


831 SOUTH WABASH AVE., CHICAGO 5, ILLINOIS 


poration, Nestle Alimentana Company, Pet Milk Company, 
Vhiladelphia Dairy Products, and Silverwood Dairies. 

The stockholder reports of these companies have thus be- 
candidates for the final judging, and one will be se- 
lected for a “Best of Industry” award and presented with 
» bronze “Oscar of Industry” at the Financial World Annual 
Report Awards Banquet on Monday, October 29, 1951, 
the Grand Ballroom of the Hotel Statler in New York. A 
year ago the 1949 annual report of National Dairy Products 


come 


won the trophy for the best report in this indust-ial classif- 
cation. 


In another category, the Cherry-Burrell Corporation earned 
2 similar award for its 1950 report. 


GOLDEN CREST JOINS QUALITY CHEKD 


The Golden Crest Farm Ice Cream Company, Inc. of 205 
Fairmont has been ac- 
cepted as a member of the Quality Chekd Dairy Products 


Association. 


Avenue, New Haven, Connecticut, 
The association is a national organization of 
independent ice cream manufacturers and dairy companies. 
The 
industrious Antollinos who started this progressive plant just 
Today, headed by Ernest A. Antollino, 
President and Thomas Antollino, Treasurer, the plant serves 
radius of New Haven with 


modern mechanically refrigerated fleet of trucks. 


torv of Golden Crest Farm is a family story of the 


four years ago. 


customers within a fhifty-mile 


Thirty employees work with the most up-to-date equip- 
ment in producing thousands of gallons of ice cream each 
day plus a daily average of 50,000 ice cream novelties. Con- 
stant improvements in manufacturing operations and equip- 
ment and continuous expansion of production facilities, plus 
aggressive merchandising and sales techniques are largely 
responsible for the organization’s consistent gallonage gains. 

“We have always prided ourselves on providing the finest 
possible ice cream for our customers,” 
A. Antollino. 


said President Ernest 
“Now, as members of Quality Chekd we feel 
that we have taken a step forward to assure consumers in 
our area that Golden Crest Farm Ice 
possible to buy.” 

The interest in civic and industry affairs is 
typified by their active participation in the New Haven 
Chamber of Commerce and the New England Association of 
Ice Cream Manufacturers. 


Cream is the finest it’s 


Antollinos’ 


93 








NEW DAIRY COUNCILS FORMED 


ot the 


Three Midwest’s northernmost cities—Duluth and 


Cloquet, Minnesota, and have 
| | | ‘ 
Dairy Councils to stimulate the consumption of dairy foods 


in their market areas. 


Superior, Wisconsin—now 


A non-profit, educational organization known as the Dairy 
Council of Duluth-Superior-Cloquet, this new afhliated unit 


ot the National Dairy Council established headquarters at 


Duluth on August |, according to R. E. Russell, President of 
the new organization s board of directors and President of 


the Russell (_reamery Company, Superior. 


Mr. Russell appointment of Mrs. 
Margaret Adams of Minneapolis as executive director of the 


has announced the 
Dairy Council of Duluth-Superior-Cloquet Dairy Council. 
Mrs. Adams ts a graduate of the University of Minnesota, 
with a Bachelor of Science degree in home economics. Her 
experience includes two years as an instructor in home eco 
Milwuakee ( Wis.) School and 
seven years with the Dairy Council of the Twin Cities, work 
health She 


elementary and secondary schools, physicians, parent-teachers 


romics at the Vocational 


ing on programs in schools. will work with 
2roups, dentists. nutrition'sts, dietitians and industry organi. 


Zations to increase the LISt yf dairy foods. 

Vice President of the Dairy Board of 
Directors is Orville Tranmel, Twin Ports Cooperative Dairy 
Association, Duluth. The 
Bay-View-Zenith Dairies, Duluth. 


Poard are 


= 
new Council's 


Secretary is Vernon Johnson, 


Other members of the 
Hollis B. Bayn, Bridgeman Russell Company; 
Theodore M. Raymond, Springhill Dairy; James P. Keough, 
Duluth Milk Company; Magnus Hadselford, Hadselford 
Dairy Farms; Chester L. Bridgeman, Bridgeman Creameries, 
Inc.; Rudolph Rautio, Arrowhead Cooperative Creamery 
Association, all of Duluth, and E. D. Juntenum, Route 1, 
Cloquet, Minn. 


ACE CABINET IN WHITE HOUSE 


' 
An Ace twenty-gallon ice cream storage cabinet has been 


< 


installed in President Truman’s Executive Mansion by 


Nathan Straus 


tor of Ace Low Temperature Cabinets. The President’s unit 


Duparquet Inc., New York City distribu- 


is completely finished in stainless steel to blend with other 
equipment in the new, modern kitchen recently completed in 
the remodeled White House. 








NESTLE’S'- PETER’S'- RUNKEL’S' 


Chocolate 


COATINGS - LIQUORS 
GRANULES - COCOAS 


“the choice of those who insist on the best”’ 
WITH THAT FAMOUS 


\ [aged 








Nestle’s Chocolate Company, Inc. 
60 Hudson St., New York 13, N. Y. 
Branches in Principal Cities 


CHOCOLATE FLAVOR 





A PROMISE MADE GOOD 


Ervin Hawkins, President of the Good Humor Com- 
pany of California, received the following letter re- 
cently: 


“Dear Mr. Hawkins: 

“When I was a little girl of eight, and living in 
Washington, D. C., one of the most familiar sights 
that I remember was the Good Humor man. One 
day when I asked him for a hand-out, he rashly 
promised that he would give me a free Good 
Humor on the second Tuesday of the week. I am 
now a Navy nurse, serving aboard the U.S.S. 
Consolation, and on our return from Korea, as 
coincidence would have it, we crossed the 120ch 
Meridian on Tuesday, whereupon all the clocks 
were set back on day and we enjoyed another 
Tuesday. On realizing it was the second Tuesday 
of the week, I knew that the day had come. Since 
I have lost track of our Good Humor man, I won- 
der if you will honor this eighteen-year-old 
promise. 


Very truly yours, 


(signed) Betty J. Field, NC, USNR 


Mr. Hawkins’ answer was dispatched immediately. It 
took the form of a book of “Gift Sticks” good for 
twelve Good Humors when and if Miss Field visits Los 
Angeles. 














GUNDLACH OUTLINES MERCHANDISING 
PROGRAMS 


Modern merchandising fixtures will increase sales and 
profits besides giving a “new look” to the ice cream store, 
G. P. Gundlach & Company, Cincinnati observes in a new 
bulletin outlining cabinet-back fixture, a cabinet counter and 
a counter with superstructure combination. 

Gundlach is sponsoring a 24-inch by 48-inch cabinet back 
fixture carrying an attractive menu board listing flavors and 
products, and designed to conserve space. Chromium frames 
accent the fixture’s decorative design. The entire board is illu- 
minated from above with a large ‘luorescent lamp. 

The Gundlach merchandising cabinet counter for 6-hole 
and 8-hole ice cream cabinets transforms a cabinet into a 
“department of ice cream,” a Gundlach spokesman says. 
The counter rests on top of the cabinet and fits snugly, skirt- 
ing three sides of the cabinet. The counter is finished in 
white lacquer and is trimmed with chromium and _ red 
linoleum top. 


A canopy superstructure combined with a counter features 
a Gundlach racks are combined 
with canopy, lighting being supplied by a fluorescent lamp at 


the top center of the canopy and illuminating the panel. 


combination unit. Cone 


The firm also has developed an originally-designed and 
fabricated 9 ‘‘Kitchen-Fountain-Sundae”’ 
dish for use in the home. 


goblet-type sundae 

Distribution of the sundae dish through the ice cream 
manufacturers and point-of-sale vendors will be made pos- 
sible by Gundlach’s merchandising program. The Gundlach 
sundae glass in available in three colors with the inscription 
“Ice Cream is a Cheertul Food” across the face. 

Ir has also been announced that Caracas Chocolate ice 
cream will be the October 1951 feature flavor in a nationwide 
merchandising program planned by G. P. Gundlach & Com- 
pany. 
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SWIFT OFFERS RESEARCH FUNDS 


Twenty four universities and colleges in the United States 
and Canada will benefit from grants-in-aid totalling $160,000 
trom Swift & Company during the current year, it was an 
nounced last month by Dr. Roy C. Newton, Vice President 


in Charge of Research. 


The funds will be for the support of sqentific research 


in agricultural and human nutrition. Results of the studies, 
Dr. Newton said, remain entirely in the hands of the uni- 
versities and colleges and are available to all research workers. 

The grants are of two types: long-range basic scientific 
studies in agriculture and shorter term research projects in 
human nutrition. 

In the last eleven years Swift & Company has given more 
than $2,000,000 for such research. This has supported over 
schools and research 


150 projects in approximately hfty 


institutions. 


UNIT HELPS MEET TRUCK PARTS SHORTAGES 


The contribution of the Emergency Service Corps in keep- 
ing White Trucks and Busses in good working condition 
during the emergency period was emphasized by J. N. Bau- 
man, Vice President of The White Motor Company, Cleve 
land, Ohio, in reviewing the first six months of the E. S. C. 
program. 

Mr. Bauman, who launched White’s Emergency Service 
Corps when materials were starting to be tight and truck 
parts supplies low, spearheaded a six months’ “meet the 


, 
customer registration the number one 


job necessary to 
launch the E. S. C. program. Owners of White Trucks have 
been contacted by White sales and service personnel, who 
have been acquainting them with the ten-point E. S. C. pro- 
gram and asking their cooperation in keeping their fleet in 
top working condition. Each White unit has been registered 
by type of operation, annual mileage and parts numbers of 
major units. 

This information is now being tabulated at Cleveland 
and compiled under the company’s area control of pets. 
The information is being used not only for parts distribu- 
tion and quick handling of customers’ orders, but to estab- 
lish manufacturing schedules and materials needs under the 
government's allocation plan, for parts usages can be pro- 
jected accurately with this new information compiled. 

Mr. Bauman is backing up the owners’ desire to cooperate 
in this program with some major advances in truck parts 
and service operation in the White organization. Parts de- 
partments at the Cleveland factory of White are now work- 
ing on a two-shift basis, six-day-week and, when orders pile 
up, ten-hour shifts help clear the files in record time. The 
second shift has enabled the factory to ship out “emergency 
orders received as late as 3:30 P.M. the same day. 


SWEDEN APPOINTS WHOLESALER 


Sweden Freezer Manufacturing Company has announced 
the appointment of Ace Hotel and Bar Supply as the auth- 
crized Sweden Freezer sales outlet in Allentown, Pennsy]- 
vania. 

Ace Hotel & Bar Supply has served the greater Allentown 
community for over twenty years and now adds Sweden 


Freezers to its line of hotel, har and restaurant equipment. 
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THIS FAVORITE DELICACY STARTED IM SALTIBIORE 
OM AM MDUSTRIAL BASS On MUMDRED YEARS 460 





WINDOW DISPLAY pictured above appeared in the window of 
Baltimore's Enoch Pratt Public Library and called attention to the 
lce Cream Centennial. 





NEW BUILDING FOR BORDEN COMPANY 


Ground was broken August 30 in North Hempstead, Long 
Island, New York, where the Borden Company's Pioneer 
Ice Cream Division will build an ofhce and one of the big- 
gest ice cream distribution buildings in the United States. 

The distribution building, forerunner of a full-scale ice 
cream plant planned for the future, will be located on a 
fifteen-acre tract of land. To measure 172 by 243 feet, the 
building will have about 40,000 square feet of floor space. 
When the ice cream manufacturing facilities are added, the 
building will double in size. The building is scheduled for 
completion by March 1. 

The office and distribution building will include a garage 
for a fleet of about forty refrigerated trucks, as well as a 
repair shop, and a hardening room for ice cream storage at 
temperatures of 20 degrees below zero. Borden ice cream 
coming from the company’s New York City plant will be 
stored in the hardening room for distribution throughout 
Nassau County and a part of Queens County. 


PAUL R. FOOTE DIES 


The death of Paul R. Foote, President of the Standard 
Fruit Company of Cincinnati on his fortieth birthday, August 
Mr. Foote died 


unexpectedly when it was thought he was rallying on the 


28, came as a shock to the entire industry. 


nineteenth day of his fever-wracked illness. 
Graduate of 


public accountant with Ernst & Ernst, and comptroller of 


Xavier University, and formerly certified 
the John Van Range Company, he brought to Standard 
Fruit a broad background of training and experience, as 
well as youthful energy and alertness. During his service 
with Standard Fruit, this sixty-one year old firm of the ice 
cream and fountain industries expanded to a larger service, 
with strict adherence to its quality-conscious traditions. 

The management of the Standard Fruit Product Company 
has announced its intention of carrying on in the tradition 
of quality first, which has become naionally recognized, and 
of maintaining the aggressive leadership for which Mr. Foote 
was known. 
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FOR SALE 


FOR SALE: 48 - 2 oz. stainless steel ice 
ream bar molds. Brand new. Cost $58 
Sale price $30 each 48 stick 
$22 each, 500,000 banded sticks. Immediate 
delivery Box 386, Ice Cream Fietp, 19 
W 44th St... New York 18. N. Y 


holders at 


FOR SALE: “York 14” x 11° VSA 
Ammonia Booster Compressor, V belt drive, 
torce feed oiling system, condition like new 
Box #354, Ice Cream Fiero, 19 W. 44 Sc, 
New York 18, N. Y 


FOR SALE: 


Freezer with 


Taylor 10 qt. Counter 
30-gallon hardening cabinet 
and cooler compartment; also 2 hp Freon 
compressor operating above. Box 374, Ics 
Cream Freco, 19 W. 44th St, New York 
18, N.Y 


FOR SALE: 1 Used Reinhardt confection 
freezing tank, 12 molds size, 2 trays wide, 6 
trays long. Also includes extra row drying 
compartment chilling confections for 5 stick 
holders. Overall dimensions 145” long, 31” 
high, 44° wide. $550.00 F.OB 
lesse Bo Warner. 


Lion, Pennsylvania 


( ‘on tac + 


Warner's Dairy, Red 


Classified Advertising 


FOR SALE: 25%. 


cream plant 


interest in going ice 
Excellent opportunity for a 
man experienced in all phases of plant op 
eration. Good territory located in Central 
Texas near several Air Force and Army 
Write to Geo. L. Boswell, Littlefield 
3'dg., Austin, Texas 


FOR SALE: Attention 


cream display case for sale 


bases 


Zer-O-Viz ice 

Ideal for ice 
Practically new 
Bargain. Lindner Ice Cream Company, Not 


wood 12, Ohio 


FOR SALE: Creamery Package Fruit 
Feeder; 60 and 150-gallon Cherry-Burrell 
and Creamery Package Continuous Freezers; 
300-gallon Cherry-Burrell Model SV Hold 
ing Vat, S.S. lining with suspended Tinned 
Copper Cooling Coil; 1000-gallon Creamery 
Package Horizontal Coil Vats with S.S. lin- 
ings and T. C. Coils: 150 and 200-gallon 
Round SS. Pasteurizers, also 100 to 400 
gallon Cherry-Burrell S.S. Spray Pasteuriz- 
ers; 75 to 1500-gallon Homogenziers or 
Viscolizers; Cherry-Burrell Junior Cabinet 
Cooler, 9 wings, 36 tubes high; Fillers, Bot 
tle Washers, Surtace 
Clarifiers, Vacuum Pans, Pumps, et 


cream molds, pies, cakes 


Coolers, Separators, 
Write 
requirements. Lester Kehoe 
Machinery Corporation, 1 East 42nd Street, 
New York 17, New York 
MUrray Hill 2-4616 


or wire your 


Telephone: 








grounds. 


advertising programs. 


Box “A” 





OUTSTANDING CAREER OPPORTUNITY 


For Four Sales Executives 


HESE positions offer a special opportunity for each of four men of 
character and with the proper combination of abilities. They call for a 
background of special experience, intelligence, and hard work. 

We are interested only in men who are generally desirous of settling 
down to a lifetime career in the Dairy Industry—in a depreggion-proof 
business. The men we are thinking of may be employed at the present time 
as sales managers for both milk and ice cream, who understand the principles 
of sales promotion and advertising as well as the Dairy business. 

These men should be strong on ideas and executive ability and able 
to organize and direct promotional effort for at least 100 clients. 
should be high grade, and interested in a high-class position. They must 
be men of good taste, and excellent personality, and they must like people. 

They must have good common sense and sales sense as well. They must 
have courage to do the unusual thing. A background in handling a sales 
organization is essential, and these men must have good educational back- 


UR SELECTION will be made with great care, and we hope to find men 

who are thirsting for a better opportunity and who want nothing less 
than 5-figure earnings. We are perfectly willing to teach them the business, 
and their earnings will be in proportion to their own efforts. 

Ability to travel and live graciously while traveling is also essential. 
A married man must have the understanding that he is going to be away 
from home at least two-thirds of the working time. 

Our organization is the largest of its kind, and thoroughly respected in 
the industry, and the men selected will be backed up with sound national 


No interviews by telephone or in person until requested by us. If you 
think you have the qualifications for this position, set forth your qualifica- 
tions in detail in the best type of application letter you know how to write. 
All applications are strictly confidential. 


G. P. GUNDLACH AND COMPANY 


Servants to the Dairy Industry’ 


They 


Cincinnati 3, Ohio 








FOR SALE: 1949 '.-ton vending truck, | 
loose vending body for or ‘s-ton truck 
and two vending bicycles all in good con 
dition and reasonably priced. J. Vann, 137 
Stadium Place, Syracuse, New York. 


FOR SALE: New 1951 Ford | ton refrig 
erated ice cream truck. 4 plates 1 HP 
compressor unit. Excellent buy. A. Diamond, 
177 9th Se, Jersey City, N. J 


FOR SALE: Six ton Chevrolet vending 
trucks. 1 dry ice, 5 with two plates. Jumbo 
Ice Cream Company, 120 Cedar St., New 
Haven, Conn 


FOR SALE: Ice cream plant in Central 
Texas, reasonably priced. Large territory, 
close to several Air Force and Army bases 
Wonderful opportunity for experienced man 


Write to Geo. L. Boswell, Littlefeld Build- 


ing, Austin, Texas 


FOR SALE: Semi trailer: two temp. 
freon refrigerated with two compressors 
in dry compartment, six plates. Freu- 
kauf chassis. Capacity: 200 gal. ice 
cream, 5000 qts. milk. Good condition. 
$2500. Freezer: 40-80 C.P., used nine 
months. Save nearly $1000. Like new. 
Cherry-Burrell Model C 4 wide washers: 
$250. Herman B S-45-A Refrigerated 
type whoiesale milk body used eight 
months. With or without chassis. Sun- 
land Dairy, 521 Second Avenue, Yuma, 
Arizona. 


FOR SALE: I deLaval cream separator, 
just rebuilt 750 Ib. per hour, Model E-16 
electric. Wall sell cheap. R. D. Morgan, 
439 Wyoming Ave., Scranton, Pa 


HELP WANTED 


HELP WANTED: Production Man—to 
take charge of 500,000 gallon production in 
modern, well-equipped plant, Great Lakes 
area. Applicant should understand Am- 
monia refrigeration systems, have good tech 
nical background in ice cream manufacture, 
be a good, personable leader and eager to 
step into a growing business. State full 
qualifications, salary requirements, and en 
close recent photo of yourself. Box 381, 
Ice Cream Fietp, 19 W. 44th St. New 
York 18, N. Y 


HELP WANTED: Salesman or Broker 
for New York Metropolitan area by well 
known chocolate manufacturer. Replies con- 
fidential. Write Box 384, Ice Cream Fievn, 
19 W. 44th St. New York 18, N. Y 


HELP WANTED: Experienced Soda 
Fountain Equipment Salesmen and qualified 
Distributors, by National Manufacturer of 
quality Soda Fountain & Luncheonette 
Equipment. Box 385, Ice Cream Fievp, 19 
W. 44th St., New York 18, N. Y 


HELP WANTED: Supervisor to take 
charge of Laboratory and Pasteuriza- 
tion in ice cream plant located in the 
Great Lakes Area. State all informa- 
tion, veferences and salary. Informa- 
tion confidential. Box 388, Ice Cream 
Field, 19 W. 44th St., New York 18, 
N. Y. 
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HELP WANTED 


HELP WANTED: Brokers now serving 
ice cream trade to handle also line of freshly 
roasted nutmeats. This is an outstanding 
line; only outstanding men need apply 
Box 382, Ice Cream Fiero, 19 W. 44th 
St.. New York 18, N. Y 


HELP WANTED: Salesman—with fol 
lowing among ice cream manufacturers, to 
represent nationally-known firm selling to ice 
cream manufacturers. Scrong promotional 
line backed by advertising. Box 316, Ice 
Cream Fietp, 19 W. 44 Se, N. Y. 18, 
PM Oe 


HELP WANTED: Salesmen Wanted 
with established following among ice cream 
manufacturers, to represent national firm 
selling complete line of STICK CONFEC. 
TION EQUIPMENT, SUPPLIES and 
ADVERTISING. A rare opportunity for 
a limited number of aggressive men. Exclu- 
sive territory. May be handled with non- 
competing lines. Give age, territory, experi 
ence, lines now handled, references. Our 
representatives know of this ad. Box 383, 
Ice Cream Fiecpo, 19 W. 44th St, New 
York 18, N. Y 


Classified Advertising 





HELP WANTED 


HELP WANTED: Salesman—side line, 
selling to ice cream manufacturers, pocket 
samples, average commission $40.00 per sale 
—easy to sell—territory protection—also 
leads. Box #345, Ice Cream Fiero, 19 W 
44 Se, N. Y. 18, N. Y 


HELP WANTED: Production Super- 
intendent, capable of taking complete 
charge of the Ice Cream Division in a 
plant in Illinois doing 600,000 gallons 
annually. Must understand operation 
of all automatic equipment. Give com- 
plete information about yourself, refer- 
ences and salary. All informaticn con- 
fidential. Box 387, Ice Cream Field, 19 
W. 44th St., New York 18, N. Y. 


WANTED TO BUY 


WANTED TO BUY: Would like to 
purchase dairy plant manufacturing ice cream 
and custard mix. Would not object to some 
profitable retail milk business in conjunction 
with same. Location preferably Indiana, 
Western Michigan or Ohio. Box 380, Ict 
Cream Fiero, 19 W. 44th St., New York 
18, N.Y 


reasons why condensing with 


moj A 
VACUUM PANS 


means Solid value to hundreds of dair ymen 


@ adaptability to all dairy applications 


@ greater economy through practically complete entrainment separation 


@ accurate, efficient control and placement of steam 


@ fast condensing 


@ low cost operation 


@ production of quality products for more profit 





Rates 


RATES: machinery, equipment and 
supplies for sale or wanted to buy, 
6< a word [including address) for 
each insertion; help and positions 
wanted, 2c a word [including ad- 
dress). Bold face type double regu- 
lar rates. Minimum charge $1.00. 


REPLIES to advertisements in this de- 
partment must be addressed to the 
name, initials or address shown in the 
advertisement or to Box numbers c/o 
lce Cream Field, 19 W. 44th St.. New 
York 18, N. Y¥. Under no circum- 
stances will ICE CREAM FIELD di- 
vulge the name of an advertiser 
where initials or a number is given 
as the address. 











WANTED TO BUY: Wholesale ice 
cream business in southeastern Michigan 
Write tull details to Box 379, Ice Cream 
Fiecp, 19 W. 44th St., New York 18, N.Y 


WANTED TO BUY: Wanted used in- 
dividual ice cream molds; complete selection 
Write Wil Wright's Ice 


Cream, Beverly Hulls, Calitornia 


tor all occasions 


@ can be converted to multiple effect evaporator after installation. 


Get full details. 


Write today to: MOJONNIER BROS. CO., 4601 W. OHIO ST., CHICAGO 44, ILL. 





MOJONNIER ENGINEERED EQUIPMENT FOR THE ICE CREAM INDUSTRY INCLUDES: COLD-WALL TANKS @ TESTERS © CONVEYORS © TUBULAR HEATERS 
BALANCE TANKS @® COMPACT COOLERS © CASE WASHERS © INTERNAL TUBE COOLERS © VACUUM FILLERS © EVAPORATORS © BUTTER PRINT SCALES 
OVERRUN TESTERS © PRODUCERS COLD-WALL TANKS © PROCESSED CHEESE KETTLES © CULTURE CONTROLLERS © CUT. WRAP MACHINES 
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Ad-Color Corp. 

Ambrosia Chocolate Co. 
American Food Labs. 

American Paper Goods Co. 
Amerio Refrigerating & Equip. Co. 
Anderson Bros. Mfg. Co. 

Balch Flavor Co. 

Batavia Body Co. 

Blanke-Baer Extract & Pres. Co. 
Bloomer Bros. Co. 

Blumenthal Bros. 

British Xylonite, Inc. 


Brown-Blodgett Co. 


California Almond Growers Exchange 


Cherry-Burrell Corp. 
Clinton Foods, Inc. 
Container Corp. of America 
Corn Products Sales Co. 
Creamery Package Mfg. Co. 
Dietert Co., Harry W. 
Empire Biscuit Division 
Fenn Brothers 

Foote & Jenks, Inc. 
Franklin Body & Equip. Co. 
General Equipment Sales Co. 
Germantown Mfg. Co. 
Gumpert Co., S. 

Gundlach Co., G. P. 
Hooton Chocolate Co. 
Hubinger Co. 

Hudson Mfg. Co. 

Johnston Co., Robert A. 
Kelco Co. 

King Company 

Kohnstamm Co., H. 
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Kraft Foods Co. 
Lily-Tulip Cup Corp. 
Limpert Brothers 

Mahoney Extract Co., S. H. 
Mann’s Candies 

Marathon Corp. 

Masseys Vanillas Inc. 
Mathieson Chemical Co. 
Michael Co., David 
Mojonnier Brothers Co. 
Morris Paper Mills 
McGraw Chemical Co. 
Nash-Kelvinator Corp. 
National Pectin Products Co. 
Nelson Mfg. Co., C. 
Nestles Chocolate Co. 
Pennco, Inc. 

Polak & Schwarz, Inc. 
Refined Syrups & Sugars, Inc. 
Savage Arms Corp. 
Scoop-Rite Co. 

Sealright Co. 

Staley Mfg. Co., A. E. 
Standard Fruit Product Co. 
Sterwin Chemicals, Inc. 
Sutherland Paper Co. 
Swift & Co. 

Vanilla Laboratories, Inc. 
Van Leer Chocolate Co. 
Vendo Co. 


Virginia Dare Extract Co., Inc. 


Welch Specialties, Mary 
Wilbur-Suchard Chocolate Co. 
Young Co., B. 

Zeroll Co. 
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PACKAGING MACHINES 


That Pay for Themselves Quickly 
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VERTICAL STICK DISPENSER 


Loads all types of stick holders (single or twins) with bulk or banded 
sticks at the rate of 12 or 14 complete stick holders per minute or 
3360 dozen sticks per hour. 











Loading is done from either the 
front or side. Stainless steel stick 
chutes are on an angle so that the 
sticks feed down to the inserter bar 
without need for mechanical MODEL 171 Capacity: 6709 sticks when 
pushers. Additional sticks can be fully loaded. Power is obtained from 


. compressed air line or complete air 
loaded on those already in the compressor can be furnished. 
machine. 


ALL PURPOSE FILLER mops: 106 


Handles all types of containers or molds. Adjustment handle controlling 


- er jpn « 
a Lee OR 


SSS ial: EOE. Oa BBR: 


ice cream volume conveniently located with indicator ... foot trip for easy 
operation... stainless steel hopper with 20 gallon capacity ... motor 
located under table and covered. Handles ice cream from continuous or 
batch freezer. Inner hopper available for filling three flavors (1 package at 


atime). Table with up and down adjustment is equipped with drip trough. 


Ne. 106-2 Equipped with two heads for high production filling of molds. 
Fills eight mold cavities at one time — 600 complete molds per hour. 


Use This Handy Coupon For Quick Information. 





ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 


BROS. MFG.CO. Please Send Bulletin No. 9-2 





Name 


Address 





There’s No Substitute 


for Experienee! 


..- that’s why Gumpert guarantees you 
quality at low true cost in your ice cream 


Nobody has to tell you that the more “know-how” 
there is in your plant, the better the ice cream that 
comes out of your freezers. 

GUMPERT’S more than 40.000 users know that’s 
true, too. Not only do GUMPERT ice cream special- 
ties—made with 59 years of experience and the finest 
ingredients and processing — guarantee superior ee ee 
quality. They oi assure real economy. é seeetonel Winter Take-Home Ice-Cream P ackage 

Figure the TRUE COST—the cost of the finished | Crown-0-Fruit Ice Cream Cake” 
gallon—not the invoice price—and you too will find S —t’s fruit and ice cream in 
GUMPERT products the thriftiest buy for your busi- aan. Pineapple, Cherry, Raspberry, and 
ness NOW, when economy is so important. ecolate. 8 generous servings. x 

Prove it for yourself — ask your GUMPERT deine Wy desianed mold, box 
representative. huh cies ta eel 
S. GUMPERT CO., INC., JERSEY CITY 2, N. J. Er ' 
CHICAGO © SAN FRANCISCO 
270 QUALITY SPECIALTIES FOR ICE CREAM MANUFACTURERS BACKED BY 59 YEARS OF EXPERIENC 


cake form. In Straw- 


es, and merchan. 
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